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FRIDAY AT 5 



FDA Hits Coty Wrinkle-Smoother; 
Agencies Not Involved 



WaAJjifiton — FDA swooped down 
30 tJiird wrinklc-smooihcr product 
asit week, this time Coty's Line 
Avray. Two previous FDA seizures 
^vcre made of shipments of Hclene 
Tuftis* Magic Secret, followed within 
10 days h> Hazel Bishop's Sudden 
Lhiange. All the cosmetic products 
*^re charged as "new drugs," with- 
out proper FDA clearance, and mar- 
vsled Under alltJgedly false claims. 

Big question on Madison Ave. is: 
.Vfill advertising agencies be involved 
n the eases? Shudders still go down 
igftHcy spines over the inclusion of 
I ialtor-Hilton agency in the Justice 
^ept.'s criminal action brought 
igainst the makers of Regimen lab- 



last January, for alleged con- 
'.pim^ry to defraud the public. 
I feithcr Justice Dept. nor the Post 
bfttec appeared to be inVcsUgating 
he wrinkle-smoother claims, as far 
IS Si'onsor's Washington reporter 
•ould learn last week. It seems to 
>e the general consensus here that 
hfisc cosmetic-daig cases are "strict- 
y" 'FDA product seizure cases, with 
,10 criminal charge of mail fraud 
ollow-up in the works at Justice 
)cpt.. for either manufacturers or 
dvcrtising agencies. The Federal 
"Rftlc Commission also seems to be 
la'ifin^ this one in FDA hands. 
FDA is attacking the Magic Secret, 



&rttrt PoliMcd Blurbs 
Frmm Cod«i, Says BjbII 

L^wTcjicc, Kam. — Both radio 
and tv codes should be "amended 
Or waived to exempt paid political 
aaeeuncements" during primaries 
md general elections, code direc- 
tor Howard Bell said in address 
here Friday. Bell noted that, un- 
der pfrffsent standards (which con- 
sider ^id political blurbs as regular 
eoftlimcreials. therefore eligible for 
equal-tlnie. treatment of opposition) 
thte broadcaster is put in ironic 
position of risking violation of 
code* whch encoQrHges high com- 
munity service, at the very time 
he is performing community serv- 
ice. Legislators are reportedly in 
ifavor oi move and FCC is 
|to go alang. 



Sudden Change and Line Away lo- 
tions as "new drugs." because it sa)s 
the products claim to affect physical 
structure. (See SrossoR's Week m 
Washington, May 1 1 .) 

Government has hit the Helenc 
Curtis and Coty products for claims 
implying some permanent benefit 
and the Hazel Bishop lotion for giv- 
ing a face lift without surgery. FDA 
will have to prove its claims in court. 

About advertising agency involve- 
ment — Justice staffers point out that 
in the Regimen case, the first to in- 
clude the agency in the charges — the 
main charge was conspiracy to de- 
fraud, by use of the mails. FDA and 
postal investigations convinced Jus- 
tice Dept. that the advertising agen- 



t> uas "intimately involved" in the al- 
leged conspiracy. Staffers point out 
that the relationship h:id to be vcr> 
close to snag the agcnc). 

Justice staffers freely admit that 
proving responsibility of an advertis- 
ing agency, for knowledge of fraud 
in nianuf.icturer claims, is a tough one 
to pin liown 1 he courts may not ac- 
cept this angle of the Regimen case 

Also, wrinkle-smoother lotions are 
admittedly on a lesser scale as far as 
national consumption is concerned. 
Justice charged Regimen \Mth fraud 
on the grand scale, with $10 million 
in ailvertising and buys of S16 mil- 
lion worth of tablets by the public, 
between 1956 and 1963. 

However, there is no absolute 
guarantee of an> thing where govern- 
ment is concerned. If FDA makes its 
case good in court, there could be in- 
vestigation for possible mail fraud, 
at the behest of Justice — but this 
seems unlikelv at the moment. 



FCC: Pay Agency on Political Advertising 



VVasliliigton — A station cannot re- 
fuse to pay an advertising agency 
charge for services in connection with 
paid political advertising, on the 
grounds that such payment "violates" 
the equal time law. Further, FCC 
said last week, such a policy spells 
"unequal treatment" as between 
political and commercial advertisers 
and breaks commission rules. 

The FCC handed down this deci- 
sion in a dispute between KNOE-TV 
Monroe, La., and Louisiana Affiliated 
Agencies. Inc. The agency placed ad- 
vertising over the station on behalf 
of a gubernatorial candidate in re- 
cent campaign, but the station refused 
to pay the 15 percent when it was 
billed. 

The station held that its policy was 
fair, because not all candidates can 
afford the services of an advertising 
agency, and Sec. 315 requires equal- 
ity of opportunity. The station ad- 
mits that when a commercial adver- 
tiser doesn't employ an advertising 
agencN . the station performs the 
agency services — but KNOT, docs 
not do this for paid political adver- 
tising. 

The advertising agency promptly 
reasoned that this was indirectly 
charging more for political broadcast 
time than for commercial time, be- 
cause station conveys a "benefit" 
to the commercial advertiser, but not 



to the political candidate. FCC pur- 
sues the logic to conclusion and finds 
that a commercial advertiser not us- 
ing an agency would get station serv- 
ices denied to a political advertiser 
in the same situation. This unequal 
treament violates the statute. 

As for the equal time law, FCC 
says this is satisfied if the sta'.ion 
provides equal time at the same rates 
to all comers. L se of an agency is 
cntireh a matter of "free choice" b\ 
the political advertiser — so agency 
fee collection should come out of 
time charges as usual. 

Radio Survey Shows 
Listening Upswing 

New York — Radio listening is up 
"across the board" — u inter, summer, 
weekdas s, weekends — says a just-re- 
leased CBS Radio sunev 

The survey, based on a special anal- 
ysis of A. C. Neilsen Co. data and 
subject to qualifications which the 
network u ill supply on request, cov- 
ers plug-in sets, automobile radios 
and batterv portables. 

Citing an almost uniform gam 
(with one exception, every hour from 
7 a.m. to 8 p.m.) over last year, the 
survey indicated that average wcek- 
Iv hours of listening last winter were 
up 31.1 percent and summer listen- 
ing was up 1 2.7 percent. 



CONTINUED ON NEXT PAGE 
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FRIDAY AT 5 

Eaitern Airlines Account Flies to Y&R 



Spur f4'HM& Spmsnrs 
Se^n In iel Pnm Cut 

New Yo¥k — ^ RCA 's surprise 
slashing of fFom $50 to $110 off 
prJees for color receivers is ex- 
pected to trigger sirttikr actiftm hy 
other set manufacturers, gMr^ 
sponsors added spur to colOB^ft 
commercials. 

Wiirh mxjrc than two miOion gfts 
now in eonstiitier hantJs, current 
Istimates had projected this tBtal 
at 3.5 mMliion by year-end, Mut 
price reductions may a&oiel^riati i 
sales beyond this figurei :&a»sjfts 
rapid expansion in color pro^rauj' 
ing that would add new dim«nsl0nt 
to number of current show« avail- 
able for hue advertisers' rneiSagcs. 

Announced cuts for HCA meiek 
(bringing firm's least expeKs**s(„ 
model to just below $400) shotted 
some industry sources who had ex- 
pected higher prices tio be mairir 
tained tOr pierhaps two more years. 



New York — Young and Rubicam's 
acquisition of Eastern Airlines account 
(an estimated $5 million in radio/tv 
alone) still doesn't make full amends 
to Y&R's defections during the past 
year or so. 

Informal tally indicates that agen- 
cy has lost these billings: Bufferin, 
about $13 million; Beech-Nut and Life 
Savers, $8 million; Singer sewing ma- 
chines, $7 million; Johnson & John- 
son's Micrin, $4 million; and Ameri- 
can Bakeries, $3.5 million. Total 
business lost: $35.5 million. 

Besides the $10 million Eastern 
Airlines account, Y&R has also gained 
Brecjc's $8 million billing. Total busi- 
ness acquired: $18 million. Agency 
clearly must double such scoring to 
regain its former status. 

Flight of Eastern from Benton & 
Bowles after only five months is like- 
ly a record of some sort, B&B presi- 
dent William R. Hesse reportedly 

Code's Bell Opposes 
3-Part Control Group 

Lawrence, Kan. — "As media men, 
we must never surrender our right 
to establish oUr own ground rules," 
NAB Code Authority director How- 
ard Bell told University of Kansas' 
annual Radio-Tv Banquet Friday. 
"All interested parties" should be af- 
forded opportunity to express views, 
however. 

It was Bell's answer to a recent 
but unidentified agency man's pro- 
posal that sponsors and agencies join 
broadcasters to form tri-partite, self- 
regulatory body to govern radio and 
tv. 

(His reference generally is under- 
stood within the trade to be Leo 
Burnett's executive vice president 
Leonard S. Mathews' suggestion to 
American women in radio-tv in Tulsa, 
May 1, who said advertiscr-ageney- 
broadcaster regulation would be "for 
first time a democratic procedure" 
for surveying, examining and analyz- 
ing "broadcasting in its entirety.") 

Noting that radio and tv have "in- 
herent right to shoulder final respon- 
sibility lor their material" plus legal 
responsibility. Bell emphasized, "1 do 
not believe this responsibility can or 
should be surrendered or delegated 
to the advertiser, and 1 would be op- 
posed to any such joint conimittee to 
decide broadcast standards and poli- 
cies." 



qiiipped, "In our experience, we have 
rarely seen such a situation" in can- 
did memo addressed to agency staff. 
Benton & Bowles was named East- 
ern's agency only last December after 
careful, extended screening of eight 
candidate agencies. Unexpected as the 
cancelling was, it won't take effect 
for the Usual 90 days. 

The press attributed startling action 
("helluvaway to run an airiine," one 
agency man said) to dual factors: 

(1) Recent revisions among East- 
ern's top echelon. Company's presi- 
dent Floyd D. Hall and marketing 
vice president George Gordon didn't 
assume current posts until the turn 
of the year. Vi^e president Of atlver- 
tising-sales promotion, Richard Luc- 
king, joined Eastern just last month. 

(2) General turmoil in airline busi- 
ness. National Airlines, lor example, 
last December moved its S3 million 
billing to Kenyon & Eckhardt after 
less than a year with Papeitf Koenig,: 
Lois. 

At Benton & Bowles, Eastern's $10 
million ad total was divided with 50 
percent in print, about 49 percent in 
tv and one percent in radio and out- 
door combined. 

Prior to signing with that agency. 
Eastern Airlines had been with the 
former Fletcher Richards, Calkins & 
Holden for 28 years. 

ANA, AAAA, NAB Plan 
3rd Closed Door Session 

New York — A hard look at some 
of broadcast advertising's most per- 
plexing and touehy issues will be the 
order of business as jepresentatives of 
ANA, AAAA and NAB meet behind 
closed doors at New York's Sheraton 
East Hotel May 26, 

This is the third in the series of 
conferences in pin-pointing such mu- 
tual problems as clutter and loudness 
in commercials. 

One item likely to have a place on 
the agenda is code director Howard 
H. Bell's proposed scientific advisory 
committee to aid in NAB's eommerejal 
acceptance problems. The idea is to 
use specialists in various fields, such 
as doctors or dentists, to lend their 
knowledge to NAB in the evaluation 
of certain commercials. 

Sponsor has learned that the pro- 
posal, which originally received little 
attention, has become a maltfir of 
concern in some advertising circles. 



'Clutter' up for Studlf 
At C^die Bodrd Meeting 

Washington' — ^ReeommendatioWs B 
reduce the appearance of so^ealle 
"clutter," current prime target of B 
critics, will rate high on the agen; 
Of the NAB's Television Code 'Rmi 
Board, meeting May 21-22. 

The subject has been und.cr in 
tensive study by the NAB Code A 
thority, and its report to the koHlRi 
will include a recent survey of aD t\ 
code subscribers on their evaluatit* 
of "clutter," including viewer r 
tionv 

CBS Earnings Increase 
In First Qyarter of 1914 

New York — CBS earninp atp ,u 
for the first quarter of 1964 t@. " 
tune of more tlian S2 million in <1C 
solidated net ineom© and more fhal 
SI6 million in net sales^ 

Net income for the first fh. 
months of the current year tot»le» 
$12,487,191 as eomfJared wijh $10, 
175,001 in the initial quarter of \%j 
according to an announcement imA 
by William S. Palcy. chairnTan, an^ 
Fra:nk Stanton, president. Prascn 
earnings are equivalent to 65 cents . 
share, comparijd mih 54 cents in 'fcJ 

Net sales for the first quarle 
reached $l54,542,7g6 as oppt^std 1^ 
$141,213,861 in 1563. J 
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Says Elton Rule: 

ABC Vice President and General Manager of KABC TV. Los Angeles, Californra, 

'Earl/ in 1964, we were determined to build the largest weekend movie following in Los Angeles, 
no easy task against established opposition. We programmed "The Saturday Night Movie,' 10 30 PM 
rday, and "Theatre 7 Premiere.' Sunday at 10 00 PM. and went out 



TO ACQUIRE THE BEST FILM UBRARY 



AVAILAB1£ IN THE COUNTRY I 



ri3^rR5 i^^ures i^^u^f be first run and first quality' IHe'end result .vJS our purchjv 
olumes 7 and 8 plus the newly released Volume 9 which includes in its four parts 
'51) films, the largest and most important movie buy m the station's history 



agreed with our choicu, for such blue chip advertisers as Tom Chirol. 
P & G L'-t"nnr Gallo, L & M, Lever Bros , Anheuser Buseh arid Helene Curtis requested 
and bou ■ r-ur new movio programming time. 

We at KADt i ^ pieased with the acceptance of the Seven Arts* "Films of the 50's' by both spons- rs 
and public and we ar<? well on our w^y to establishing a new patte<0 of weekend vr-vs ci* n Lo • A *'t • ' 









SEVEN ARTS 




DISTRIBUTING 




CORP. 



i.{4*«fsr srrfi arts m'ci M 

»CV/ VORk ;00 "•'Vi Avfnue "il7l7 
AGO 163?^ - • r~: 
aS 5641 
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TO-^OMO aNTARO 11 
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A $6,000,000 television comeback 

Westinglwiise, one of (he nation's leading appliance inannjaclnrers 
and a television pioneer, adopts savvy soap-giant techniques 
to move its high-ticket merchandise out of the show rooms 



McCann-Erickson's role: plan, create, sell 

Westinghoiise's agency scheduled a flexible plan designed to 
reach the tnost prospects per dollar, then created the kind of 
commercials to "sell" them 



TV MEDIA 



39 A star-maker now leans on the stars 

Westinglwiise innovations in programing brought politics, football 
and classics to the tv screen; today it's news, comedy and drama 



RADIO MEDIA 



Local know-how on local radio makes national profits 

Grass roots knowledge of the community, its public problems and 
needs, gives retailers believability and selling impact 



SYNDICATION & SERVICES 



Capturing the "sell" on film 

Studios call McCaim-Erickson-Westinghoiise assignments "a feather 
in their caps," laud the creative latitude encouraged by client 



TIME/BUYING & SEllING 



Creativity, caution, compromise 

McCann-Erickson vice president recalls planning, production of 
Westinglwiise commercials — "some great, some good, some 
only fair" 
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What makes a great salesman? 



Sj)0nding $24.00 out of hi.s first dav's 
sal&s of $24.67 for the next day'.s 
adverti-sing may not sound like pood 
business practice, but it started a 
young merchant named John Wana- 
makef on the road to fortune. It al.so 
Kliunched a department store known 
the world over. Wanamaker's phe- 
nomenal .success wa.s based on a con- 
#ant flow of merchandising and ad- 
vertising ideas. He was the first mer- 
chant to o|)en a "composite" store 
<-ontaininp thou.s^mds of unrelated 
items. The furst to light a retail store 



electrically. The first to inaugurate a 
one-price policy. 

But Wanamaker's most -copied 
"first" was his daring money-hack 
policy. To support it. and insure cus- 
tomer good will, he insisted his sales 
I)eople tell patrons the exact quality 
of the goods they were purchasing. 
If he saw a customer go out of his 
store in a new Wana maker suit that 
didn't (it proiH'rly, he led him hack 
to the clerk tlial had waited on him 
and iKTsonally sui>ervi.-^Hi n refitting. 

Wanamaker built America's largest 



retail clothing business and one of 
the world's department store giants. 
But his most precious legacy was 
his reputation. He l>elieved the .John 
Wanamaker name svorth far more 
than buildings, equipment and stock. 
The Slorer stations have a proud 
reputation, too: for res|>onsihle pro- 
gramming that matches community 
I)refi'rences and turns more listenerH 
and viewers into buyers. In Phila- 
delphia. Storer's great .salcj^man \s 
WIBCi. an im|)ortant station in an 
important market. 
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Put your thumb 
on the whole 
Sioux Falls 
98-cotinty market 

WITH JUST ^ TV FACILITY! 
WITH ^ FILM OR SLIDE! 
FROM TV CAMERA! 

KELO-LAND TV's 
three transmitters, op- 
crating as ONE sta- 
tion, give you complete, 
instant coverage of this 
whole major market! 
284,000 tv homes. 
And more of them 
watching KELO- 
LAND TV than all 
other stations com- 
bined. 

5 STATE TELEVISION 





General Offieei: Sioux Fails, S D. 
A MIDCO STATIOM 



Ever eat a Nebo? 



Until last Monday, one week ago today, I never ate a Nefeo. 

Which only goes to prove how neglected my education has beeff. 

But I was duly initiated by Mike Davis, originator of the Nebo, in 
person. At the same time I found myself talking to as fascinating an 
advertiser as I've been privileged to meet in quite some while. 

To start at the beginning, I was sitting in the office of Perry Samuels, 
general manager of WPTR Radio in Albany. We were hotly debating 
the possibility of achieving a billion dollar radio advertising medium 
by 1967, with Samuels, of all people, taking the negative. 

The crux of Samuels' argument seemed to be that, radio was priced 
too low, and not enough national radio dollars were put into a market 
in relation to other media to give hope of fetching my goal. 

Finally he said, "The trouble with national advertisers is they don't 
get close enough to the cash register, I'd like to show you the kind of 
advertiser who does." 

"Like who?" 

"Like Mike Davis. He makes Nebos for 69 cents and sells 'em Ski 
McDonald's 15-cent hamburgers." 

On the way over he told me a bit about Davis. He had started, in: 
Albany in 1957 with $180 and a deep down desire to be a smart busi- 
nessman. Now he had 14 sandwich stores in Albany, Buffalo and tjlars 
Falls and was doing over $3,000,000 a year in sandwich dispensing. 
He used one advertising medium — radio. 

I had trouble identifying Davis from his employees when we arrived 
He was one of a crowd of fast-moving aproned figures inside a bif 
glass drive-in window gaily festooned with streamers. 

Samuels signalled to him and he darted outside, an intense sJim 
young man. "This is opening day. Sorry to keep you waiting." 

"I hear that this is your 14th," I said. "I guess you're used tot 
opening days." 

"Not like this one. This is my first drive-in. The others are sifM- 
wich shops. How about a Nebo?" 

The Nebo, priced 69 cents and duly paid for, wa.s an ovs^fstiifftd 
helping of roast beef in a hamburger bun. The heaping of many waffr- 
thin slices had the effect of making the contents appear mountainous. 
I washed it down with root beer. 

"Arc all your sandwiches made in window view?" I asked. 

"That's one of our marketing methods." 

"How long have you used radio?" 

"Ever since I started. My first year I did about $10,(1,00 in ^vli^ 
and spent $5000 on radio. Now I'm spending around $100,000/" 
"Why radio?" 

"Two reasons. I wanted to catch people on the move and it «'a» 
all I could afford. It worked so well that every time \ye opened s ilct 
location I splashed with radio and then coatiniictl. Next year wfe'iff 
expanding. We'll use it everywhere we go." | 

"I like your Nebo," I said. "Where did you get the name?" 

"1 dunno. 1 just made it up." 
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w liieli to (;ilk (o t lie people of I liis eoinniiuiil > nln ml full li;inkiiu' s< rs i< e^ 
Our lliiiiiks to I In-Ill. nnd llieir ;id\ eri isiii^' iiL'eii. s . |\,d. l ihrlieii iV \l< rrn k. 
for the eoiilideiiee tlie> '\ e >Imiss ii in W \\ I )( ",. 

"(lie still ion tlint keeps peonle in niiiid." Bi-AIR 

GROUP 
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CREATIVE CURRENT 

The Assjociation of Kational Ad- 
vcrtiscxs' convention in New YorT? 
last week dropped a bright dye into 
the stream of advertising. It's the 
sanie dye that was in large measure 
poured during the A AAA conven- 
tion only weeks earlier. It has also 
been sprinkled into the same 
stream by many advertising leaders. 

The result of it all is the mark- 
ing cff a strong and swjft currcjTt. 
Color that current — creatively. 

Top n^anagement is certainly still 
eoneerned with the deep, deep 
green sea of investment, but there 
is a growing interest with the crea- 
tive current and its levels. 

Perhaps because the blue chips; 
arc getting bluer, managemejit is 
beginning to realize that the eom- 
mercial not only sells, but its cre- 
ative quality is an external reflec- 
tion of the corporation. 

That's the trend, and because of 
it broadcast advertising will get 
even better. The whole body of 
advertising will be healthier because 
of more vigor in its creative exer- 
eise than of control by legislative 
and regulative pillsi 

The Westinghouse dedication 
to ereative quality and levels in its 
current campaign — which brings 
this appliance giant into the high- 
ticket item fight with 16 million 
in tv — 'is its trUmp in the stTuggle 
for higher competitive ranking and 
profits in an industry buffeted and 
plagued by soeio-cconomic tfibuia- 
tions for 25 years. 

The high cost af hoisting its rank- 
ing and profit^ through the use of 
broadcast advertising is, of course, 
not a creative expense alone. Tliat's 
why the Sponsor special in this 
issue examines all of the Westing- 
house stxtry. 




Research Pays Offi 

1 am impressed with the pains- 
taking attempts at in-depth report- 
ing of major industry stories and 
developments. I have even found 
that your Sponsor "Spotlight" sec- 
tion, on moves of various industry 
people, is much more up to date 
than it has ever been. 

As a radio broadcaster, I am, 
of course, particularly interested 
in your coverage of this medium. 
I think your coverage of the var- 
ious buying approaches is very 
helpful. Again, the detailed re- 
search On the story, (such as the 
one on "Yoo-Hoo," Sponsor, May 
4) is what makes it so valuable to 
the broadcaster. 

The greatest service you have 
performed for the advertising 
agency, the advertiser, and, of 
course, for the radio broadcaster, 
lies in your inclusion of radio fig- 
ures in your analyses of large-bud- 
get expenditures by various prod- 
ucts. Last year, I was quite put 
out by a scries of analyzing spend- 
ing by major product groups, which 
only listed television. 1 am glad 
to see in your current "Tobacco" 
article, that radio has beCn fairly 
represented. 

Keep up the good work. 

Mark Olds 

Gciicrol M(in(t!>ar 
IVINS Radio 
New York. N.Y. 

Storz: Radio Leader 

If possible, 1 would appreeiate 
receiving five or six tearshcets of 
"Sponsor's Report" relative to the 
death of Mr. Todd Storz. president, 
Storz Broadcasting Company, as 
the article appeared in the April 20 
issue of Sponsor. 

The copies would be used for 
members of the family and we 
would prefer receiving the pages 
not folded. 

RonuRl H. SroKZ 

CluiiriiKiii i>j lionnl 
.Siorz linxuhaMiiif; Ci>. 
Miami licacli. l-'la. 

• Qii tiie sail occasion of Todd's 
funeral in Omaha, many people 
remarked about how appropriate 
it would be if someone were to ex- 
press publicly the extent of Todd's 



dramatic influence in the radi©' 
industry. 

We should have known thij 
Sponsor would say it, and you dfi 
say it very well. 

As a friend of Todd and an ad- 
mirer of his ability and imagina- 
tion, I wish to thank you p&r^jb- 
ally for the fine editorial in tfe 
April 20th issue of Sponsor. 

Robert E. Eastm4^ 

{'resident 

Robert E. Eastman C(>. 
New York. N.Y. 

ED NOTE: To all those who haVg 
written to Us following our tribut* 
to Todd Storz, we want to exprM 
our thanks. 

Thanks from Bud 

A little lale, but neverthBlets 
sincere thanks for a greiat job of fB' 
porting,. 

I can't ever reeaJl so nmeh fa- 
vorable reaction to an artiele in a 
trade piublication, Wc arc hearinf. 
from people all over the countPj'. 
and caeh has sjanieihing nice to »f | 
about the Sponsoer story on 'An- 
heuser-Busch." 

You are to be eongratulated fSr, 
handling a difficult job in 9 flnf 
and professional manner. 

We, at D'Arcy, arc most ap^ 
preeiative of your thoughtful et>n- 
sidcration and eDoperalion. 

Harry K. REtjPtti 

I 'ice {'resident 

lyAfcy AtlVertiSini; CiK 

St. Louts,, Mo. 

Radio on the Move 

Just a brief nOte to let you 
know how much I enjoyed fmt 
Publishers Report in the Maiy 4 
issue entitled "l^adio on the Mofe." 
We are making, a point of drM'^ 
ing this to the attention of our 
agency and client friends here. 

While I'ni on the subject, I 
might add that your article ej* 
page IK entitled "Admen Eye Efe- 
troit Radio Rating Bntry" was 
quite factual, but I would like la 
point out that the call letters af 
our station in Windsor, OntaFin* 
are CKLW and not CKIW. 

Ken a. BmC* 

I' '(('<■ I'resitient, IXadio 

.'ill Canada Radio and Telieyl'0S'n 

Toriiiito. Ont., Canada 



10 



'*TNi: I //,/, tci: 
i'iri:ir' 

{•In, 

At l\lnl\l 1 1 \ f/v 

I'linlr,! in I'll I II h, 
hnt h ,111 r.-tlr.l, I 
ihrmrs nil ihr I fH/ip, I 

Tf f I f//fij!- I'ljH f f^n t ^ 

liiil r „ /,«^ „, / „n,U, r 
VjI n /, „/ \/J /, 

Vim jui II f.v/ f/ n m r 
l<l iMl infij^t iiMnj nil 
rn mrl-ldr I iji.r\ iiluli 
rfn liflnv nr, Ik ulij ,lh 

fitrMTi 



/// (/ c/a.ss b)j Unelf 



Masterpiece — cxccptioual skill, far-reachhig values. This is (lu- (jnality 
of WW] ra{li()-t('lr\ isioii service— in cntcrtaiiiiiu'iit. news, sports, infonnatioii. 
and puhlic affairs jirogrannninij. The results are impressi%e— in aiulience lo\alt\ 
and coninuinity statnre, aiul in I 1 1 r 1 1 r 1 ^PX^ 

sales impact for the advertiser \ \ \ > • j H 11(1 \ \ > \ • J ~ | \ 
on WWJ Hacho and Television. THE NEWS STATIONS 



Owned and Operated by The Detroit Nev\s • Aflihated Aith NBC • National Rcprcsentat .cs P V rs. b " n. \\ , a 
*y 18, 1964 
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People talk to people about all kinds of things. All the time, 
liveryu here. And we plan to make the most of it. 

During April, ACS volunteers all over America will talk 
to their neighbors about cancer. In our vast "fell Your Neigh- 
bor" program, people will learn from people the answers 
to questions about cancer, which could help save lives. 

We're looking to television and railio to back up this big 
nation-u ide undertaking which has two aims; to help save 
lives and to help raise funds, l hanks to you, our messages 



ha\ e been airborne to millions of neighbors year after year. 
New first-rate materials are available. For TV: 1 minyte, 
20-second, lO-second film spots in color and "m black aftd 
white; telops; slides; feature-length films. For radio: musi- 
cal programs; celebrity spots; discussion progranTs featur- 
ing well-known medical authorities. 

Will you talk up for us again this year? Please aSk fdut 
local ACS Unit for the materials you want or Write to: 

AMERICAN CANCKR SpCIETY^ 
219 Hast 42nil .Street. New York, N. Y. 1DQI7 
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THE WEEK in WA.SH[II^GTOZ«4' 

PRESSTIME REPORT FROM OUR WASHINGTON NEWS BUREAU 



Mas 15, 19' U 

The suspense is over . FCC Commissioner Frederick Ford . Repullican, on<- - 
l im e chairman of the commission, has been nominated by Prcsidonl Johnson to 
s erve another seven years on the FCC when his present term expires June 30 . 

Commiss ioner Ford ha s been a very quiet man in recent months . The voice 
of Henry and Loevinger have been heard loudest in the land, I ut the reappoint- 
ment of Ford has strong meaning for broadca ster s and advert isers . 

Commissioner Ford was one of the most out spoken oppose rs ot the F(>'C ' s 
proposed rule making to limit commercial s . He particularly Nalked al an\ idea 
of adopting the NAB code limits, during the oral hearings held here last 
Beeember. 

Again and aga in , Ford took up for broadcaster' s rights to schedul c their 
own advertising times He demanded more evidence of the alleged widespread 
discontent of the American public with its commercial troadcasting s\ stem. 

Ford pointed out that, statistically, there was an average of onlv one 
complaint at the FCC for every two stations on the air in fiscal 1963. He 
questioned the severity of discontent that would lead to sales of 2U million 
radio sets, and tv viewing saturation of over 90 percent of the population. 

He was just as strongly opposed to a suggestion that the FCC torgo the 
rule making and simply "ask" broadcasters at renewal time if thcv adhered to 
MB c od e limits . Ford (and Commissioner Rosel Hyde) pounced on this, warned 
the querying broadcaster: "Don't you know that one of the commission's most 
powerful weapons is the question at renewal time?" 

It is Ford who has mos t consistently soothed broadcast tears at out new 
and curdling possibilities of fairness doctrine appl ica t ion . At the recent 
NAB convention , this was , in fact , almost his only comment whil e serving on 
the panel : that an explanatory primer would soon come out to cuide the 
broadcaster. 

Ford sa id there will be little chaage in the rules . He had previously 
pointed out that the broadcaster who has to live with the time bomb oL contro- 
versy in editorials and commentaries , and even in drama tic programming never 
need fear pena 1 ty under the f a i rness doc trine . 

The FCC has ( and will continue to) handed out only reminders and advisory 
comment when a broadcaster' s handling of the complicated fairness doctrine 
goes awry, was Ford ' s reassurance. 

Like most veterans of Justice Department service . Ford would like to see 
the competit ive picture brighten in broadca st ing . But whil e Commissioner 
LOevinger , former antitrust chief , ha s megaphoned the need for more diverse 
ownership and competition nets , stations and programmers-- Ford sa id little. 



CONTINUED ON HEXl PAGE 



THE WEEK in W/lLSHIISrGTON 
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Ford simply dissented from the FCC's decision to kill the third VHF oxxt - 
let in seven of the leading two-VHF station markets . He did not follow the 
Commissioner Cox example of a scorching enlargement on his views. Nor did he. 
follow the Loevinger tactic of "reluctantly" going along with the majority 
decision, while agreeing that ABC network had suffered a severe competitive 
setback in the interest of a sometime UHF success. 

If, under Sen. Pastore's prodding, the FCC again takes a look at the Gax 
idea of dual interim (VHF-UHF) operations in the seven markets for a seven- 
year period — Ford's vote would seem a sure thing,; 

Commissioner Ford has had more than the usual reasons to say little ai^d 
think much over the past two years . He has occupied a sontewhat gray area ag a 
commissioner appointed under a Republican administration who had to step down, 
to membership level when the chair went to new frontiersman Newton Minow, auid 
then to E. William Henry. Ford has not seen eye to eye with either chairmafn. 

All of the questions and speculation about his rumored departure and/or 
reappointment could not break Ford's silence. When it comes to decisions and 
happenings that are of private concern, he maintains* a istrifct reticence. 

• Now, a Democratic president, himself heavily involved in braadGasting for 
a number of years (although nominally leaving it to Ladybird and the subs:e>' 
quent trusteeship), has renewed Ford's tenure at the FCC. President Johnsan 
must have approved of the Ford record . 

So, Ford may cease to be quite so quiet a man . He may be heard from 
quite a bit. He will undoubtedly prove something of a brake on remaining 
elements of new f rontiersmanship on the commission. 

Speaking of politics — cost of the technical roadblocks are now oflt of th^t 
path of equal time exemptions for tv debate by presidential and vice presiden - 
tial candidates . Democratic House and Senate hold outs on commerce committeeB 
finally agreed on a 60-day moratorium on the equal time requirements, freeinrg 
broadcasters from the demands of lesser rights. 

President Johnson seems to be in fine broadcast fettle these days, but 
whether he'd want to give a GOP rival the opportunity to Sfpar with him on a 
no-holds-barred basis, on tv, is something else again. Republicans feel 
they'll gain either way. by the showcasting, if Johnson does debate, and by 
Democratic loss of face, if he refuses. 

Broadcasters were acutely unhappy with early conference indications that j 
there might have to be an accounting for all variations on rate charges during, 
the crucial 60 days of political heave-ho . Cortferee-FCC reports ad.l'tisted this 
to call only for regular schedule. The meaning is still clear: there will be 
a checkup on any differential in charges for political titae as against compa^* 
rable use. 

CBS' poll says the viewers would be happy~71 percent of them at least. 
Presumably, the other 30 percent will roll the dials trying to come up with a 
better show. 
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SPOf^SOn WEEK 



Peterson, Eldridge Cry Clutter' at ANA Meeting 



Fiprmer Campbell Soup v. p. says multiple products in 
programs weaken penetration and impact; President's 
special consumer affairs assistant sounds like FCC 



IVIcv isioii luKortising took a pair 
of hroadsiiles — tliiring ihc u\o-d:i\ 
annual spring meeting o1 the Assn. 
of National Advertisers in New 
TorK — from Mrs. I:stlier Peter- 
son, spceial assistant to {'resident 
'Johnson, and marketing consultant 
("jarence \l. l-ldridgc, former ex- 
faiiive vice president of Caniphell 
Soups, two of more than a dozen 

Both had their supporters among 
the more than 5(H) advertisers and 
agtyiey people at the meeting, but 
the majorit) of those queried In 
St'j)s,s()K took exception to the re- 
marks by the pair of dissidents. 
. Mrs. Peterson based her attack 
foil an A AAA survey that found 
jiational advertising "annoying or 
offensive to about 29 percent of the 
piblic. "I think the average tele- 
iisipn viewer is both offended and 
'innojed by the barrage of com- 
ncrcials hurled at him during sla- 
. ion breaks." she declared. "1 my- 
^elT have counted ns many as U). 
anging all the wa\ from deodorant 
inrnnuicements to public service 
mninnieements. This "clutter' — 
here is no other vvon.1 for it — ■ 
Icslroys the continuttv of the pro- 
'rani as well as whatever effective- 
ness the commercials might other- 
have." 

On the bright side, Mrs. I'eterson 

t raised the nations advertisers's 
n the "high degree of self-rcgula- 
'^&n' (hey have imposed on them- 
elves, citing the Cigaret Advcrtis- 
kg Code as an example. 

Reaction to her remarks ranged 
rom a cry of "socialism'" to out- 
ight support of her theories. "Mrs, 
'eterson gave a socialist speech," 
aid one agencv executive. It's an- 
•t lie r good example of government 
Jieddling in the free enterprise 
vstem." 

A more typical reaction came 
om an advertiser who said. "Does 
yerybody have to think he's a rep- 



resentative of the rCC? M.I) be 
some of us should write or speak to 
her and give her the other side of 
the picture." 

One agenc\ agreed with Mrs, 
Petersi)n"s condenmation of "clut- 
ter." He called for the reiluction of 
commercials to avoid "viewer an- 
noyance," no matter what the eei>- 
nomic consequences. 

Marketing consultant fJdridee 



her of coniniercuils might wr^ck 
the financial simctuie of tv. Mr 
I lilridge replied, " I don't knmv tlk 
economics of hroaile.isi advertisin • 
or what the stations and networks 
need in the wjy ol revenue \l) 
concern and knowledge is based on 
the consumer standj'H>iiiit Perhaps, 
with fewer commercials on the air, 
advertisers would Iv willing lo pa) 
more for them to get inereascil 
viewer receptivii) to their mes- 
sages." 

Mr. lildridge also declared th.it 
"tv is b\ no means the univers.il 




C. E. Eldridge 



tiave tv adt lost pull? 




also attacked what he called the 
"sheer volume" of video advertis- 
ing, labeling it a factor in the med- 
ium's "decline." 

"When six diflereni products are 
advertised on a single program." 
asserted lEIdridge. ". . . no single 
message for any single product can 
be expected to have much penetra- 
tion power, or to make much last- 
ing impact." 

The result, he argued, is a point 
of diminishing returns "when more 
and more messages, more and more 
dollars of advertising, arc required 
to generate a given weight of per- 
suasion." 

l-ldriilge also suggested that "per- 
haps the economies of broadcasting 
lequire that the airwaves be satu- 
rated with an over-suppi) of com- 
mercials. 

When SlH)\soR asked whether he 
felt a reduction in the number of 
participants in a show or the num- 



medium which some agencies and 
advertisers think it is, loo man) 
people attempt to use it . . . when 
it is not at all suited to their prod- 
uct." 

\gain. a numhcr ol advertisers 
took exception Ivpical w.is the 
response (if a m.ijor food advertiser 
on the subject ot ■clutter* He s.iid 
there sinq^tlv vv.is no proof tliat com 
mercials h.ive lost their elfcetivc 
ness. Reduce tiie number, .uul "the 
price per commcrci.il goes up, and 
this is not desir.i!">le," 

Among the speakers whose re- 
m.irks pleased the W \ .ludienee 
was W'illi.im W. Prince, chairman 
t f \rminir. who decried the in- 
creasing regul.itions of such govern- 
ment agencies .1% ihc I IC. IL call 
ed for the ere.it ion ol .1 "( mine I 
fir Marketing I recilom" to "cd - 
cate" the public .uul tombat thi. 
restrictive ener<.\ichments bv iht 
I- I C .ind other aeene es 
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Goldberg Leaves NAB for Blair & Co. 

Research vice president resigns in friendly parting 
to take comparable post with national radio-tv rep firm 



Sl^OMSOM WEEK 



NAB's vice president-director of 
research, Mcl Goldberg, (who help- 
ed set up the Broadcast Rating 
Council, helped write the Minimum 
Standards for Broadcast Rating Re- 
search and who established the 
over-all NAB research program) 
has accepted a new post — vice 
president of planning and research 
in the New York office of John 
Blair & Co., national radio-tv repre- 
sentatives. 

One of the projects that Goldberg 
leaves behind him is a joint NAB- 
RAB radio methodology study that 
has just moved into the field. It's 
a recall study on radio listening to 
determine whether or not audiences 
can accurately identify the station 
they've been listening to, whether 
by call letters, frequency or pro- 
gram personality. Told that that 
was "really reverting to the start," 
Goldberg replied, "In research, you 
really have to start from the begin- 
ning." This and comparable NAB 
projects are expected to continue 
after Goldberg's departure. 

He's expected to begin his new 
work as soon as NAB has found a 
replacement, with the "no-later- 
than" date given as August 1 in 
public statements. ( Bchind-scenes 
sources expect a June 1 5 depar- 
ture, however.) As part of his con- 
tinuing NAB duties until then, 
Goldberg is interviewnig and con- 
ferring "with several candidates" 
for the vice presidency he will va- 
cate. Such action will only result 
in recommendations, however: final 
selection will be made by the NAB 
president and board. 

As another facet of seeing 
through his NAB duties, Goldberg 
speaks this week before the AM A 
ui Boston as well as before a Tv 
Code session in Washington. 

"Leaving the NAB was a very 
difficult decision," he says of his 
friendly parting from employers of 
the past two years. He emphasizes 
that, as an insider, he's always had 
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NAB's Goldberg . . . "difficult decision 



"enormous respect" for the NAB 
and the "difficult job" they have 
to do. plus "fondness and admira- 
tion" for Gov. LeRoy Collins, NAB 
president. 

For its part, NAB accepts his 
resignation with regret. Collins is- 
sued a statement declaring that the 
departing vice president "has done 
a most significant job for us, and 
his work has been exemplary and 
highly professional. We shall miss 
him, but it's good to have the sound 
foundations that he has helped so 
importantly to establish for our new 
research programs." 

Goldberg's forthcoming associa- 
tion with the Blair Co., announced 
by board chairman John Blair, is 
heralded as a boon to their research 
program. 

"There arc a lot of unanswered 
questions in both radio and tv." 
says Blair president Arthur Mc- 
Coy, "and we're going to be finding 
some of the answers on our own. 
We've picked a top man for a top 
job." 

Goldberg's research specializa- 
tion, which came about after his 
M.A. from Columbia in 1945. will 
initially be applied to the long- 
established Blair research depart- 
ment, later to specific (and possibly 
external) projects that. McCoy says. 



'"can only be done by softie one whs 
knows how to blueprint and execute 
projects in dppth." 

Before joining NAB, GoldbeT| 
was research director for Group W 
(then the Westinghousc Broadcast^., 
ing Co.) for six and a half y^^ar^ 
Earlier, he'd operated his own re- 
search company^ was deputy diree- 
tor of the evaluation staff of thje 
U.S. Information Agency, was fitf- 
rector of research for the Du Mon: 
Television Network and had servs:' 
as news editor and research diref' 
tor of a television business rrjafa-- 
zine. 

He's an active member of the 
American Association for Publit 
Opinion Research, the Amert&ian 
Marketing Assn., American Statll,' 
tical Assn., American SociologiBfl 
Assn. and International Ratlio ani 
Tv Society. 

Humble Launches Product 

With Broadcast Schedule 

Humble Oil & Refining Co. \«ff 
take to the air May 22 via hm- 
dreds of radio stations from coalt- 
to-coast. Object: introduction of a 
new premium casoline, Pariidyiis 
44. 

Following on the heels of the ra- 
dio spot kickoff will be local Iclfi* 
vision advertising slated to bcglr 
about May 25. The new procltBa 
will also be showcased on Humbli'l 
series of 13 spring and sumntei 
documentaries on NBC begidnil}| 
May 24. 

The over-all advertising &fffl: 
paign. involving ali media, is 
largest the company has ever under-' 
taken on a .single subject, accordini 
to the firm. 

The new gasoline will be ppa 
moted in 45 states. Humble ati- 
nounced. 

Chicago Ad Club Naws 
Harper Man of Year 

Paul C. Harper, Jr., presidcill a 
Necdham. Louis & Brorby, has heci 
named "Advertisina Man erf tb 
Year" by the Chicago Faleraff* 
Advertising Club at its a n h B 
Hermes Award Dinner. j 

A total of 40 gold Hermes W&\ 
phies and 109 merit awards, eliiEtij 
from o\er 1200 entries, were "prm 
sented at the dinner. ' 



Attacks Advertising's Appeasement, Self-Policing 



Chicago industrialist urges advertisers to get off 
defensive, scores hypocrisy of bowing to pressure 



Scoring the "tlo-goodcrs" and 
*S;inctimonioiis boy scouts" who 
¥Oc;ili/c about cleaning up the in- 
dustry. Chicago industralist Arnold 
1 1. Mareniont urged the Broadcast 
Ailvcrtising Club of Chicago to 
"quit talking about self-policing 
your business and slop being so 
defensive. " 

If regulation is necessarv. Mr. 



Despite today's "crunching 
three network competition," the 
mushrooming complexity, of all 
areas of television and spiraling 
costs to both broadcaster and ad- 
vertiser. NBC Board Chairman 
Robert W. Sarnoff lalxHs himself 
"a partisan of the present and fu- 
ture rather than a mourner for 
the imagined glories of a period 
In ti.?ievision\ past that for some 
has been burnished b\ time into 
a Golden Age." 

Writing for NATAS on his 
25th anniversary in communica- 
tions. Mr. Sarnoff said: 

"Realistically, regardless of the 
yardstick you use. there is no 
similarity, between television to- 
day and the television of 15. or 
even five, years ago . , . The me- 
dium's phvsical dimensions alone 
suggest it provides a service that 
the public needs and embraces. 
.Some 650 commercial and non- 
commercial stations broadcast to 
more than 60 million sets each 
dav. Ad\ertisers in\est about S2 
billion in the medium annually." 

Citing this growth, as an in- 
dication of television's emergence 
as a new social and economic 
force, he said. ". . . frankly I 
have little patience with the Cas- 
sandras who ha\e repeatedly, 
though misguidedly. seen the 
submergence of public values in 
television's necessar) preoccupa- 
tion with commercial stability." 



Maremont said, it's the function of 
the I'CC. the FDA and other agen- 
cies — not the broadcaster or 
broadcast advertiser. 

Broadcasting is a business. Mr. 
Maremont contended. "There is 
onl\ one criticism that makes sense. 
Are the advertisers getting the re- 
sults from the dollars thes spend 
on radio and television to justify 



The problems toda\ are many. 
Mr. Sarnoff pointed out: ". . . 
each season's schedule demands 
the risk of hundreds of millions 
of dollars and a host of contrac- 
tual arrangements so intricate 
that sometimes the people who 
draw them up are surprised b\ 
what they contain. Where once 
network competition was largely 
a matter of bidding for popular 
talent and entertainment proper- 
ties. It has hu rgeoned into a 
struggle, growing constantly 
more intense, for audience, sta- 
tion clearance and advertiser 
support, with the stakes vastly in- 
creased and a comparably higher 
premium on competitive suc- 
cess." 

Underscoring budgets as an 
example of television's growing 
complexity. Mr. Sarnoff said that 
in the past, "a sixth grader 
could ha\e comprehended them. 
Now we need computers." 

Touching on what he called an 
accustomed "peppering fire of 
criticism." he dismissed much of 
it (at the same time, admitting 
the medium had not set attained 
perfection) as "... based on sub- 
jective judgment and personal 
preference, and consequentK its 
most vexing effect is that its pre- 
occupation with details tends to 
obscure a broad understanding of 
television's total nature and func- 
tion." 



the cost. If the) c.in't justifs the 
cost, somebods had Ivtter eonie up 
uith a new formula ' 

"I-or the past three scars." he 
continued, "it has Ix-conie fashu>n- 
abie among do-gooders to lanibast 
television advertising and program- 
ing. I oo much bkH)d and thunder. 
Too much violence. Too man\ 
commercials, and. ironically , instead 
of standing up to these latter da> 
saviours unir industr) has scurried 
to cover and offered sacrifices and 
appeasement. Why? 

"Let's face it. I he radio and 
tele\ ision station owners and the 
networks have never pretended tlies 
uere educational, not-for-profit in- 
stitutions. Broadcasting is a busi- 
ness. Imagine someone arguing th.it 
Congress should do something 
about regulating the amount of 
space newspapers should devote to 
advertising." 

Shifting to government regula- 
tion. Mr. Maremont said he was in 
favor of it. "In a system as inte- 
grated as ours, if we didn't have 
government regulation both fiscall) 
and economiealK. we'd beat e.ieh 
other to death. Let's not tr\ to avoid 
go\ernment regulation uith self 
regulation when that isn't one of 
the game's rules." 

A case in point: "If the Food & 
Drug Administration is prepared to 
say cigaret smoking is dangerous, 
then let them sa\ it and take stcp" 
to halt or regulate the sale of cic- 
a rets. Wh\ should the industry en- 
ter into some voluntar\' agreement 
to limit cigaret advertising, while 
at the same time it is selling deter- 
gents that pollute our streams." 

Shifting to programing. Mr 
Maremont said he had been asked 
whether he would bu\ a b\ood and 
thunder television show to sell ce- 
real even if he knew it might ha\e 
an unhealthy effect on children 
His answer was. "Of course I 
would if I could sell more of the 
product at a profit As a citi/en 
and father, if I fee! ihat incensed at 
this kind of programing 1 would 
ni.iybe organ i/e the Societ\ of Slop 
Shooteni-ups, but as president of 
the Maremont Corp.. I'd sureK bu\ 
the show ... or tell nn st(H;kholders 
w h\ not." 



SARNOFF ON 25TH ANNIVERSARY: 

TVs Golden Age "Wasn't" — It Is Now 
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No Competition 



•30-market Nielsen — 26 weeks CSept. 16, m3— ^•afch 23. 1564) 



*Brm3k)iig Polnf'is taking on all comers in local mar- 
kets. It was no contest on network. After 26 weeks: 

Breaking Point. *32.2% share (still climbing); 
East Side, West Side, 28.9%; Sing Along With 
Mitch. 28.1%. 

Just why this hour show dominated its time slot 
should be obvious after a single screening. This is not 
just another head-shrinker show. "Breaking Point" 
bFeaks the rules. 

Its success is based on a simple premise: it is possi- 



ble to combine potent drama with an understandable 
insight into the nature of mental illness. 

Paul Richards performs as Dr. "Mac" Thompson with 
undeniable authority. Eduard Franz co-stars. Guests 
like Robert Ryan. Susan Strasberg. Cliff Robertson. 
Shelly Berman and Burgess Meredith lend further 
distinction to the cast. 30 hour shows are ava fable 
for fall start. 

If you've got a problem spot somewhere, give us a 
call. We'll send you a few programs. But hurry. Your 
competition has problems, too. /\gQ FilmS, IflC. 

1501 Broadway. N.Y. 10036 -LA 4-5050 



iPOMSOIi WEEK 



AT TV COMMERCIALS FESTIVA 



Agency cops 18 awards for 
commercials; General Foods g 





BETTY CROCKER RICE series: winner of six awards. 



Doyle Dane Bernbachmins for Ten Accounts 



ly-Crooter, other 
^Ei--spec1al^'citation 



Doyle Dane Bcrnbach was the 
runaway-winner at last week's Fifth 
Annual American Tv Commereials 
Festival award luneheon. Commer- 
eials for ten DDB clients captured 
18 awards and special citations. 

The event was attended by over 
1100 advertising and production 
executives in the broadcast adver- 
tising field. Over 37 awards were 
given out. 

The Betty Crocker Riee com- 
mereials won the most awards — 
six. Clios, the Oscars of the tv 
commercials world, were given the 
riee commercials for best over-all 
series, best in packaged foods, tie 
for copywriting, best off-camera 
spokesman (Barbara Baxley) and 
citations for color cinematography 
and direction. 

The Betty Crocker Rice series 
was produced by Telestiidios 
through Doyle Dane Bcrnbach. Oth- 
er DDB winners: Cracker Jacks, 
Lay's Potato Chips. Levy's Rye 
Bread. Volkswagen, Laura Se ud- 
der's Potato Chips. Great Western 
Savings, Eversweet Orange Juiee, 
National Library Week and the 
Jamaica Tourist Board. 

A special citation for distin- 
guished service to television adver- 
tising was given to Edwin W. Ebel, 
vice president advertising services. 
General Foods. Ebel was chosen 
as recipient by the 25 members of 
the Festival's Advisory Board. 

The citation read: "In present- 
ing a wide variet\ of warm and en- 
joyable family television entertain- 



ment. General Foods has rendered 
a distinctive service to the public 
and to the advertising profession. 
Commercial messages for the broad 
spectrum of its products have been 
informative, tasteful, and entertain- 
ing . . . frequently employing pro- 
gram stars in an engaging way, often 
displaying an unusually graphic vis- 
ual technique to enhance the sales 
message." 

A Clio statuette, bearing the 
above inscription, was awarded by 
Walter Weir of West. Weir, & Bar- 



tel, new chairman of the Festival 
Board. 

The 1964 awards prcsentatipQ 
capped two days of screenings, ex- 
hibits, workshops, also at the Wal- 
dorf-Astoria. Award winners wece 
shown in the ballroom, as weJJ al 
an original film review of trefifll 
in commercials called "Hooteijiaii^ ' 
ny. Commercial Style'' or *^^Thdt > 
Was the Week That Was." 

Winners in the product categot*-- 
ies and the seven special citatiorB 
— IDs, 20s premium offers, locally- 
produced, children's market. bird|- 
et, and program openings — wcM 
decided by 165 advertising Cxofiffi^ 
tives on six rceional Councils. 



BEST IN CATEGORY 



Over-all Series and Special 
Citation 

and Tie For Best Copy — Betty Crocker Rice 
"European Dishes," General Mills Gourmet 
Foods; Doyle Dane Bernbach; Televideo Pro- 
ductions. 

Apparel 

Van Heusen Shirts "Car Wash," Phillips Van 
Heusen; Grey; Rose-Magwood Productions. 

Office Appliance 

Xerox Copier "Ordinary Paper," Xerox; Pa- 
pert, Koenig, Lois; Farkas Films. 

Home Appliance 

G. E. Automatic Toothbrush "Cowboy," Gen- 
eral Electric; Maxon; Video Crafts. 

Automobiles 

Volkswagen Sedan "Snowplow," Volkswagen 
of America; Doyle Dane Bernbach; F Im Con- 
tracts, London. 

Beers & Wines 

Country Club Malt Liquor "Crushed Can," 
Pearl Brewing; John W Shaw Advlg. Chicago; 
MGM Telestudios. 



Special Citation Trucks 

Ford Pickup "Airdrop," Ford Motor; J. Waltir, 
Thompson; Wylde Films. 

Baker Goods & Confections and 
Special Citation 

Tie For Best Copy— Laura Scudder's PM1H> 
chips "Pledge," Doyle Dane Bernbach; Wylde 
Films. 

Baking hA'm^s 

Aunt Jeroina Pancakes "Yellowbird," QjualeTI 
Oafs; J. Walter Thompson, Chicago; 6lll9!v| 
Unger & Elliot Screen Gems. *1 

Banks $• Financial and Wfest 
Coast Market 

Great Western Ssyirigs "Armored Gaf;" &a$\i 
Dane Bernbach; Gerald Schnilzer ProductiSctifl 

Bath Soap & Deodorants 

Princes* Dial "Beach;" Armour Grocery F%osl 
ucls; Foote, Cone & Belding; FilmFair, 

Auto Accessories 

Double Eagle Tires "Landminei" Goodyear tirij 
& Rubber; Young & Rubicam; VPI ol Calf* 



m 



SPONSOl 





lAURA SCUDDER'S POTATO CHIPS, baited 
gOididi and confecliont; lie for best copy 



GREAT WESTERN SAVINGS bjnkt and 
financial; West CoatI market 



ipilding Products & Home 
Moinfenance 

Kai'Wr Screening "Screen Door;" Young & 
Rubicam, S.in Franctco, Don Fedcierson Pro- 
ductions. 

IreciMast Cereals (fie) 

Cheeriot "Headache," General M I $; Dancer- 
FiTigerald-SampIc; Frcberg. Ltd; and Kellogg's 
F'ro.jted Flaket "Proper Grip;" Kellogg; Leo 
Burnett, Gerald Schnitzcr Productions 

CJjgars & Cigarets 

ysthite Owl Cigars "Sidewalk Cafe;" General 
C®ar, Young & Rubicam, MPO Vidcotronics. 

Cleansers, Waxes, Polishes 

T>M!Tnk'l« Copper Cleaner "Penny;" The Drac- 
fcett Conipisny, Canada. Young S> Rubicam; 
Rdbl^o Productions, Toronto. 

'Coflee & Tea 

llnfiaiil A4'xwell House "Edward G Rob'nson," 
j General Foods, Benton S Bowles; MPO V tl"0- 
j'rooiCS, 

tOsrnetics & Toiletries 

>tvd Tie For BiSst B&W C'nemalography— 
C<a:shrnere Bouquet Talc "Body Sings;" D'Arcy 
Elliot, Unger & Elliot Screen Gems 

Mien's Toiletries 

High Sisirra "Slap;" Mennen, G'cy; Tclevideo 
Productions. 



Pentrifices 

.Pati^Grip "Apple; 
bReilly 



Block Drug Grey. Grey 



,Dai;ry Products & Fruit Drinks 

lEVersweet Orange Juice "Table Top;" Ever- 
wect Foods, Doyle Dane Bernbach; VP I Pro 
uctions 



Gasolines & Lubricants 
Clark Gasoline "Snow Scene;" Clark Oil & 
Refining Papert, Kocnig, Lois; Audio Pro- 
ductions. 

Gift & Recreation Items 

Kodak Movie Cameras "Mine Once More;" 
Eastman Kodak; J. Walter Thompson; Sutbcr 
land Associates. 

Hair Preparations 

and Tie For Best B&W Cinematography — Breck 
Shampoo "Night Ride;" John H. Beck, Young 
& Rubicam; Ansel-Shaw (A. S. I.). 

Home Furnishings 

Centura Tableware "Bull In China Shop," 
Corning Glass Works; N. W Ayer, Rose- 
Magwood Productions. 

Corporate 8, Institutional 

Chrysler "Simca;" Chrysler; Young & Rubicam; 
Filmex 

Insurance 

Traveler's "Burning House;" Traveler's In- 
surance- Young & Rubicam, Audio Produc 
lions 

Laundry Soaps & Detergents 

Downy "lullaby;" Grey, Robert H. Klacger 
Associates. 

Media 8, Entertainment 

Readers' Digest Magazine "Tense Generation;" 
J Walter Thompson, MPO Vidcotronics 

Pet Foods and Best-Animation 
Design 

Milk Bone Flavor Snacks "Self Trainer;" Na- 
tional Biscuit Company; Kcnyon & Eckhsrdt 
Storyboard 



Pcickaged Food 

Betty Crocker Ric® "Vslsnciana " C r 

Gourn ct Foods 0'^ D Bo<n> * 
vid«?o Pf u ( or » 



Oils & Dressings 

Hunt's Tom«to Catsup "Showt 
Younfj K Rts! /jrr t s As\ } 
lions H ywood 



Hof t f 

< ! fr 



Papers, Foils & Containers 

and Ti® For Best Demonstration — Kaisor Foil 
"Two Sponges," Younj & Pul ^r? Sfi Fran 
C SCO, Signet Produc 'lOns. Holly «COd 

Pharmaceuticals 

Allerest "Animals," Ph«tm« raft l/jbof i>iori»>» 
Papert Kotnig. lois E I o». Un()<T /. El oi 

Public Service 

National library W^ek "Read." Arn^rKan 

Library Association Doylc Dane 0crnb<>ch 
Wyldc Films 

Retail Outlets 

Ford Cars "Ford Has Changed," Ford DcsIts 
of Southern Calif., J V/alter Thompson A 
S I Product ons 



Soft Drinks 

Coca-Cola "Beach, 
Films. 



McCann Encl son V.'y dc 



Toys 

Mattel "Western Guns," Mattel Toys C^rion/ 
Roberts. Lou li ly Productions. 

Travel & Transportation 

and Tie For Best B4W Cinematography— Ja- 
maica Tourist BD "Waterfall;" Doyle Dane 
Bernbach, Rose-Magwood Productions 

8-10 Second Ids 

Dodge "little Old lady," Dodge Dea ers of 
Los Angeles. Cole Fischer Rogow S^ncMer 
Films. 

20 Second Length 

levy's Rye Bread "Delicatessen," Hsnry S 
Levy & Son Doyle Dane Bernbach, E lOt 
Unger !. E' ot 

Premium Offer 

Ivory Flakes "Baby Parade," Proc'e' K Gam 
ble. Grey Advertis ng Pelican Product ons 

Children's Market 

Cracker Jacks "Boardwalk;" Cra Js I 

Company Dov c Darv? Bernba h Rosf Mag 
wood Productions. 






C'dCA-COLA; soft drinks. 



DOWNY- laundry soaps and detergents. 



VOLKSWAGEN automobiles 
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Program Openings 

ABC-TV "Winter Olympics;" Kim & Gifford 
Productions. 

Media & Entertainment 

"Mad Mad Mad Mad World," United Artists; 
Freberg Ltd. 

Budget Under $2000 

1963 Appeal "Blind" . . . "Old Age;"' Greater 
Boston United Fund; B B D O, Boston; Magna 
Films, Boston. 

Midwest Market 

American Family Detergent "Chicago;" Proc- 
ter & Gamble; Tatham-Laird, Chicago; Morton 
Goldsholl Design Associates. 

Southeast Market 

7-Eleven "Convenience-Service;" 7-Eleven 
Dairy Stores, Florida; S. R. A., Miami; Coro- 
nado Studios, Miami. 

Southwest Market 

Colonial Hamburger Buns "Park;" Campbell- 
Taggart Bakeries; Bel-Art, Dallas; Jamieson 
Films, Dallas. 

Canadian Market 

Neslle's Quick "Quick Cuts," Nestle (Canada); 
Ronalds-Reynolds; T. D. F. Productions. 

Canadian— French Language 

Westinghouse "Fry Pan;" Westinghouse of 
Canada; Goodis, Goldberg, Soren; Advertel 
Productions. 

Special Effects 

Alcoa Closures "Sounds," Ketchum, Mac- 
Leod & Grove; The Europeans; and Chevro- 
let Corvair "Strobe," Campbell-Ewald; Group 
Productions. 




WHITE OWL CIGARS cigars and cigarets. 




JAMAICA TOURIST BOARD: travel and 
transportation. 



Film Editing 

B. O. A. C. "London;" Prifchard, Wood Ad- 
vertising; Wylde Films. Award sponsored by 
Movielab. 

Color Cinematography 

Unicap Vitamins "Apples . , . Bottles," . . . 
McCann-Marschalk "Balloons;" VPI Produc- 
tions; Av\/ard Sponsored by RCA. 

Video Tape Production 

Marathon Gasoline "Right Now;" Graphics, 
Campbell-Ewald Company; Avertel Productions 
Ltd. Award sponsored by Minnesota Mining 
& Mfg. 

Spokesman on Camera 

Jack Gilford, Cracker Jacks. 

Spokesman off Camera 

Barbara Baxley, Betty Crocker Rice Dishes. 

Use of Graphics 

Comet Callente "Something Hot;" Lincoln- 
Mercury Division of Ford; Kenyon & Eckhardt; 
MPO Videotronics; and Ford Introductory 
"Parade," Ford Division, Ford Motor; J. Wal- 
ter Thompson, Mogubgub Ltd. 



Los Angeles Women 

The pay tv controversy continues 
in California with a pat on the back 
for over-thc-air pay tv by the wom- 
en's division of the Los Angeles 
Chamber of Commerce and an at- 
tack on theatre pay tv by the Fair 
Trial for Tv CoLincil. 

Rapping the "methods used and 
the huge sums expended by Theatre 
pay tv promoters," Ralph Bellamy, 
acting president of the council, pre- 
dicted a resounding "no" when the 
anti-pay television initiative meas- 



Metromedia Revenues 
To Hit $90 Million 

Net earnings for Metromedia, 
Inc.. will increase 10 to 13 percent 
this year, with gross revenues hit- 
ting the $90 million mark, John W. 
Kluge. chairman nnd president of 
the diversified coast-to-coast com- 
munications company told his an- 
nual meeting. 

Mr. Kluge also noted that de- 
velopment of newly-acquired prop- 
erties was proceeding according to 
schedule. He said such properties 
generally require about 1 8 months 
before they contribute substantially 
to earnings. 

Surveying tlie past five years, 
Mr. Kluge pointed out that Mctro- 
mcdia had a 400 percent increase in 
gross revenues and a 250 percent 
increase in net income. 



Musical Scoring 

Johnson & Johnson Band Aid "Fiekd;" Yotw 
& Rubicjam; Sid Ramin, composer & Drretfg*,, 

Music with Lyhcs 

"Things Go Better With C<?c,a-Cola;" McCann 
ErickS.On; Williartl BatRfer^ composer & tPtftit 
director. 

Direction 

Cracker Jacks "Jack Gifford Series"; Dof 
Dane Berrjbach; Howard Magwood, Kb;^ 
Magwood Productions. 

Demonstration 

Kodak Insfamatic Cameras "Sky Divers"^ Easf 
rnan Kodak; J. Walter Thompson; Cascade 'P 
fures & Paraventures. 

Use of Humor 

Cracker Jacks "Card Game"; Doyle Dpit 
Bernbach; Rose-Magwood Productions, Jm 
Gifford, David Burns, John Carradine, Danft' 
Dayton. 

Production Values 

Chevrolet "The Pinnacle"; Campibell-Ewal 
Alexailder Film, MarC Brown Associates.. 



Back Pay Tv 

ure comes up on the ballot in Mc> 
vember. 

Speaking for the council, whicl 
claims it represents more than 2*0 
thousand persons, Bellamy dubfec 
the measure as one "that seeks t 
prohibit the public from freedom © 
choice in entertainment and \muU 
create a pay tv monopoly for lh> 
threatre chain operators." 

On the other side of the coin, ft 
women's division of the L»A 
Chamber of Commerce reported: 
79 percent vote in favor of over 
the-air pay tv as a result of a meW 
bership questionnaire. 



Chris^Craft Buys Third 
VHF Outlet at $4 Million 

Stressing the company's belief j 
the future of independent telcvi^P 
as a profitable business vcntut* 
Chris-Craft Industries, Inc., has pn 
chased WTCN-TV MitTneapolil 
St. Paul from Time-Life Broade* 
Inc. ^VTCN Radio is not included i 
the estimated $4 million deal Wto 
is subject to FCC approval. 

John G. Bannister, president c 
Chris-Craft, added that the mt 
pany plans c\'en further expaffs!" 
of its televisioin operations in ;tli 
future. The other two Cliri^-Cfti 
stations are KCOP-TV Los Apfd 
and KPTV Portland, Ore, 
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PROBING THE CURRENTS AND UNDERCURRENTS OF BROADCAST ADVERTISING 



General Mtlls expending record $12 million budget for youngsters 

Cieiicr;!! MiUn" tv empire cutmng to (Ire nmppci set for the IM(i4-f)5 season 
will set ;i record in the ct»kl cere;il field in terms of dofhirs spent and commercial 
injpresNions. Commitments: (a) four network .Satiirda} a,m. cartoon series, tliree 
new. with billings :rroiind $5.5 millttsn; (hj partial sponstirship in spot of two 
repeat carioon strips, tising about 100 stations on one and 60 stations on the 
other at cost SA to $7 million. General Foods will try tn duplicate the (leneral 
Mills pattern for the Post Division, if it can find the right cartoon originals for 
weekend placement. Note: resrson why AUC-TV expanded its kid program to 
Sunday a.m. was to meet demand from toy manufacturers, NBC-TV considered 
similar move, but backed away. Not worth the cost of a season's programing just 
for the pre-Christ:nias requirements of the toy field, 

Genertil Motors favors radio by closing corporate discount urnbrella 

Good news for spot radio. General Motors h:is discontinued policy of hrhiging 
all ilidi(i expenditures by various ilivisiiiiTs under .single discount umbrella. l aeh 
divisitMi now separate entity in treatnient of y'elur-cnd discount, if any. Anticipation: 
divisions^ will spend i>ff own crcidits. Will mean 10 to 20 percent hn radio's pockets. 
Riitliti business biirohietcr: spring accounts coming in slower than year agii. May 
making up appreciably for April slack. Sales in aciion: (I) Chrysler Air lemp 
quite liberal widi budiget, (2) American F.xpress. after notable success in meilium, 
expand^ing list, (3) PanAm also expanding, 

Jy ffation group spending $50,000 for personal grassroots contact 

LtH*k for ;i stlftipit group to iLpjfKVint a special ehlissary for MidweNt advertisers. 
Alove based on concept advertisers in the region prefer direct pipeline tn spokes- 
men for station, or stations, who can fill them in on comniunity aspect, personality 
of st;rtion. Suggest approaches to marketing problems, investment in traveling 
emi.ssary about SfO.OOO a year. Group discovered, whereas i:astern advertisers ;ire 
more or less computer-CPM-oricnted, Midwest advertising still talks, thinks, in 
grussroolH teriivs. 

Sjuppprfing them on Cloud 33 pays off big for Intej-publk 

Interpubnc's Citpiurc of $ I Z^m'illion Alku-ScTtzer account is tribute to .Mari(»n 
Harper's imagination. Setting up Jack Pinker & Associates wa> long-range gam- 
ble. Cost $400,1)00 to $500,000 a year. Gave him group, rennncd from evcry-da> 
pressure, cri^esi who could leisurely tinker with concepts. 'Pwiec came up with 
creative themes that saved $28 million Coca Cola account ($19 million tv). Demon- 
strates ance again iiii business of advertising the basic ingredient to success is the 
creative process. FEven if it exists on Cloud 33. 

le in tbe making among analgesics as result of breakthrough 

Big drug breakthrough in the offing, which will mean additi(»ntil niillitms in air 
media advertising: a delayed action aspirin. Bound to rock the analgesic market, 
as did the delayed action cold remedies. One firm has succeeded in turning out a 
million capsule run. Wailing Fot)d &: Drug Administration action Hard core of 

^ ' CONTINUED ON NEXT PAGE - 



IJB,, vm. 



SPONSOR SCOPE 

PROETlNe THE CURRENTS AND UNDERCURRtNTS OF BROADCAST ADVERTISING 



aniilgesie users 20 percent ai popnlaliosn. Ahauf 8D pcreeirt uM sirapigfef aspfrlm. 
Anotht'r marketing unsettlfj: OEi prapes^il <3itly idl0 tte liOffegMfl (nfffl'-^illR- 
trie) cGDkiiigwear field. 



Daytime network tv-news pmtsinf g<?m# thaws m popytaritjf tepel 

Rising ptrcnjomonan m dayllnrre networt tv Is the news strip* MtA Icffif. |iJii 
an also-ran, the nevfrs quiekie nOw rtire^tgns to eaieli up witji tte gaSt-^iiiiSgnec 
participatten in averages ratings and a'^erage awdfence per ijiinute. Bwte Vp t® I 
solid franchise for a n3Mlti-pr0dM£t advertiser. For ait ins:igh| ta Che state Of tte 
news package.,, here's a comparison of _|>erf0rnianci hj typi,, ^i^^ m. "ft* iffojd^ 
April iNiclsen ; 

Soap Operas i t#.f 

Situatiftn canijedlBs $ 7^ 

Qiii7,^Audi%'iieje-Partieipati(i(n M fiJ 



A«r?ip .A»¥« 



NBC's birds-eye view oi h©w agencies fee! about it and compjsitlisn 

NBC-TV Sales' rating oS wajof t^ agencies iM their prgdilfAlSSfl* l<3*Mtd j^Wli^ 
with individual netT^orks. Favor NBC-TV: McCann-Ericksnn, Y&M, J. Valtcr 
Thonrpson (whfeh hat RCA institutional). Tough on NBC-TV and partial to 0^^-- 
TVi Benton & Bowles, Leo Burnett, Compton. Lean niarkedly to ABC^TVi TM 
Bates, Grey. Play the field impartially: fisty, D-P-1, FC&B, LCnrtfin ^ Hewfel, 
Ggilvy, Benson t% Mai^hcrs, SSCim. 



Singers of the World's Fair blues overlook advertising history 

Don't let the tealeaf readers scare you intp exporting mildia to take the 
rap over the next two years for the huge expernriitures Sijme big nanSc man.iitaiMP' 
ers have made at the New York World's Fan-. A similar btigaboo was raised the 
Opening of the 1939 New York World's Fair: Blii the etategfei at l»t W- tm 
as hctwork radro was concerned, didn't take place. That rriedlirm'i revenue ksp 
going up, at even a healthier paee. Following arc the network Wiling* as reported 
by the FCC over those four years; lf3&. '$SW^M3i 1939, SSSMlMA; 
mo, $71,919,429; J94L, S79,j621,5:34, 

Score clips off 4% of hair drestlng marke* ^'^^ ditpafch 

Put down Bris'tol-McyErs' ieorc as a slrakcr-upper of the men's liilir dfeMMJ 
field, whieli now runs around $100 million. WEtlJin a r0teiivi?ly >sh«r| periad M 
naticjnal distribution — eight months^ — ^neweanaer Score li» eApllirCd 4 fttrtQiiii 
of the tnarkct. Competitors estimate that $2 millian was sp&nt on sampliug. whiih 
in itself puts B-M in the same league vriih the soip gianti, B>M's dislribuilion eora- 
plcx, by the way^ i*. next, to Colgate as far as toilelfigi nm ponftcrjofiij. How ihey 
stand in icfms of share in me hair dressing sweepstakes: Kft. L Vlta1i« Cato 
H-M); No. 2, Brylcreani (Beeehani); No. 3, Viscllne Hair Tonic (Ch«£hrtlJ#i- 
Pond's); No. 4, Wildjooa (Colgate); No. S, Top (P«v|oti)> terfi iH- 

trodiictory *^core bus meant a los-^ for all the leadffS^. 
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how do you fit a hippo into a hat box? 

You can! ... if you take just his foot. It's like ranking TV markets. You can take a small portioli 
the market by using the metro approach . . . but if you want the whole hippo, you've got to ranic I 
total market! Ponder. More than 80% of the Charlotte WBTV Market is located outside the g 
area, and the Charlofte TV Market contains 550,000 TV homes . . , ranking 22nd in the nalian . " 
ls( hi the Southeast I Toss your hat into our coverage ring . . . it's a >vhopperJ 

• mft-l S.ilcs Manapcmcnt Sumcy o( Tcloisipn Siff' 
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Westinghouse 



A $6,000,000 

television comebacic 



One of the nation's leading appliance manufacturers and 
a television pioneer adopts savvy soap-giant techniques 
to move its high-ticket merchandise out of show rooms 



■ Will s INC R! \si\(, the share of 
the market means that one manii- 
tactiirer must lake it out of the 

business hiJc of another, hroadeast 
advertising is likelv to be the in- 
strument that u ill aecomplish it 
most effieientK and uith dispateh. 

There's some hide-strippmg to 
be expected in the bic-tieket end 
t>f the appliance industry. 

While every one of the majors 



in the appliance field no iloubt 
has a stor) to tell on the .uKertis- 
ing shape of things to tome. 
Sponsor here takes a general look 
at the dsnaniie changes lot the ap- 
pliance business as a uluile uhkh 
have drastiealK altered this t leld's 
attitudes on research and develop 
ment. marketing, advertising, con 
sunier buying habits. r>.tailin ■ and 
brand knaltv bv tnitlcts. as vvi.1! 
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as the changing techniques — busi- 
ness and creative — in which the 
agency for the appliance manufac- 
turer is playing a major role. 

We will also attempt to go into 
greater detail on this industry's 
story from the perspective of a 
single manufacturing company 
which was for long years in the 
avant garde of television advertis- 
ing and, after some years of mini- 
mal exploitation due to the chang- 
ing nature of the market, is re- 
turning with a massive effort in 
tv in order to reestablish itself as 
a top image leader in the field. 
That company is Westinghouse. 



For 25 years an economic tug- 
of-war has beset the appliance 
industry. Marketing and manufac- 
turing changes occurred with a 
rapidity that stymied economic en- 
trenchment. Wars, a burgeoning 
economy, and the affluence of a 
sophisticating society forced change. 

Factors on the quarter century 
of change in one of the most vola- 
tile American businesses were, es- 
sentially: 

• few major appliances before 
World War 11 

• war curtailment of all new 
appliances 

• small dealerships could not 
meet the pent-up demand of con- 
sumers released after the war 

• dealer loyalty to franchise 
ended 

• manufacturer dependence on 
franchised dealer ended 

• new boom when Korean war 
started 

• supply outgrew demand 

• growth of the mass "discount" 
marketer 



As one 0f the appli^ince iniai 
try leaders, Westinghouse h 
company which has made inrtflrr 
tion a cons'tant way of life. It rna 
now score an impressive first 
consumer durable products by a|| 
plying the sophisticated mass im 
keting techniques of the 
goods companies. 

Ever since George Wesringhojai, 
built the first transformer in Li 
and helped bring about the 
cal age, the company he 
has chalked up many breakihrQUf 
in science and engineering 

That same venturesome, ag^e: 
sive spirit is nosv pervading 
Westinghouse marlseting activill 
This company is utilizing the T' 
vision medium with the savvy ai 
thoroughness of a detergent ad;f( 
tiser. 

Explaining that Westinghoo 
reason for returning to int^flg! 
tv campaigning is primarily to a 
vcrtise consumer products, Dan^* 
G. Burnham. the dynamic new pft' 
ident, said, "We think this will he 



A quarter-century of applian 



■ TllF. PlIFNOMENAL CHANGES 

that have taken place in the appli- 
ance business in less than a quar- 
ter century during which the hard 
goods field came to be categorized 
as the "appliance and television 
business," have also affected a mul- 
titude of other American economic 
lifelines. The transportation busi- 
ness, for example, is one which 
was boosted when the gadgets that 
make a house a home flourished. 
Remember when one couldn't go 
more than a few hours from home 
because the pan under the ice-box 
would overflow? 

The changes were wrought by a 
plethora of new items that just 
didn't exist prior to World War II. 
I here were, then, no dryers, few 
free/ers and very few automatic 
washers. The retailer made his liv- 
ing on refrigerators, ranges, radios 
and wringer-washers. 

The war effort had curtailed 
much, and the pent-up demand 
burst uptMi the appliance dealers 
nnmediately after the war. There 
was a rush to the department stores, 
utility companies and the small in- 



dividually-owned appliance dealer- 
ships. These were doing the bulk 
of the business. Each carried a 
small number of lines of products 
and generally had a close associa- 
tion with just one major appliance 
manufacturer. The bulk of the busi- 
ness was being done by General 
Electric, Frigidaire, Westinghouse, 
Hotpoint and Sears. 

The veritable flood of consumers 
pouring through the dealer's doors 
following the war drove the re- 
tailer into trying to get products 
from any source possible in order 
to meet the demand. This, of 
course, led to the steady increase 
in the number of brands that could 
be found in any store. The retail 
pattern had begun its big change. 
This was the time of the initial 
dealer breakaway from "loyalty to 
the manufacturer." Retreating from 
his position as an important re- 
tailer for an individual appliance 
company, the dealer began buying 
from a variety of sources. But this 
was a two-way street. At the same 
time, the manufacturer — aware of 
this new creat demand — beuan in- 



creasing production facilities m 
dcr to meet it. 

About the time that the pt 
World War II demand begin * 
slack off, the appliance busln,* 
got a new, perhaps artificial stti* 
lus. The Korean War caused 
market to boom again because p 
pie thought that they might t 
into the same sort of dry spell tl, 
remembered from World War 

And then the Korean 
ended. The demand for appTiHB'* 
began to diminish until It 
smaller than the supply. 

Since so many dealers had spnJ 
their buying out ;among a whf 
group of manufactiirers. thcf IJ 
become less important to any 
company. In addition, caeh it- 
pany had to find more outlefen 
the same trading area of the J 
dealer just to keep the same Talu. 

With dealers carrying iI^m 
many lines of products from ma'' 
facturers who. in turn, had an o'f- 
increasing nunihcr of dealers i a 
market in which the demand & 
still smaller than the supply, 
manufacturer, to increase his ri'* 



lust's Nighf and Day Selling Pidn 




Bnuc idijs'ol nionfhly plan which is flexible and a\ten to meet icavonffi nefetl* 



£ Witter Cr.on^ite 
1 Easr Side/West Side 
Perry Mason 
'*S. Alfred Hitchcock 



CC Cli>onlcle 
d— Harry Rjeaionef 

arid Heyji 
T Robert Trjjul Nevys 



W- A'i.ke Wallace N«ws 
I 1 Lowe Lucy 
M The Real McCoys 
P Pete '& Gladys 



>trcngthen our position in con- 
.unicr products, at the same time 
rontribute to the rising reputation 
>f %'cstin<ihouse szeneralK'." 



Briefly, here is the U'e sting- 
house strategy for talking directly 
to 86 percent of the housewives 
in the United States ne\er less 



rnarketing— in t>rief 



>f the market, had to cut suceess- 
iilly into the volume of another 
mnufacturer — who. in turn, had a 
ilint that wasn't running full time. 

h's an example, it's reliably re- 
xvptfid that the W'estinghoiise re- 
riigerator facility in Columbus. 
)hio. and the 1-rigidaire facility in 
Jyyton. Ohio, have the capability 
if turning out — economically — all 
he refrigerators sold in the United 
staters in a %ear. 



It was at this point that price 
became the tool used by many 
companies to get their products 
sold to the dealer. The profit mar- 
gin began to shrink at a disturbing 
rate. As a matter of fact, it is in- 
teresting to see this graphically on 
the charts of the Bureau of Labor 
Statistics which allmv one to com- 
pare appliances with other major 
metal-using businesses. I he auto- 
mobile industry's realized dtillars 



til. in once .i week In reath this 
objective. Uestni 'house will use 
.^22 commercials j )car, or an 
average of 43 a month 

I Ills advertiser is using a si\- 
luillion dollar * \ight and D.iv VII- 
ing I'laii" with .1 mi\ of ("BS net- 
work programs, selected to apfHral 
to ever) t) pe of customer I his 
package includes new s. da \ tune 
and nighttime entertainment and 
public affairs programs. 1 he .^22 
commercial minutes w ill be on 1 7 
programs ini a 52 week schedule. 

" 1 he plan gives us great flexi- 
bility." sa\s J Hmmet Judge, vice 
president of marketing services. 
We have more commercials than 
we ever had before and we can fit 
them better to the specific season- 
able marketing programs. W'e are 
giving considerable attention to 
presenting commercials which not 
only capture the interest of the tv 
V ievver but perform effect ivel> as 
sales communications." 

W'estinghouse's emphasis in tv 
advertising reflects the new m.in- 



have been going steadiK up since 
1 947. w hile refrigerators — as one 
example — fall off the bottom of 
the chart. During the last decade, 
the realized price for cars h.is 
risen about 30 percent, w hiL- re- 
frigerators have dropped 30 percent 

I he new phenomenon, in recent 
years, of the mass merchant dis- 
count dealer, with huge outlets for 
vv hich they can bu\ in large c|u.in- 
tities. has alsi> meant that the\ ex- 
pect — -and get — a price to m.itch 
Further, since their activities gen- 
erally spread throughout the coun- 
try, t he I r selling prices prett) well 
determine selling prices in markets 
vv here they are located. This. t(xi. 
has increased the price pressure. 

\s a result of all of the activitv 
111 this field since the war. several 
manufacturers Ci>olerator. ('ri>s- 
le\ . Bendix. I hor and others 
have gone out of business, while 
companies like M.iv t.ig, I appan. 
I'edders and Sunbe.im h.ive grow n 
With the exception that RC \ 
Whirlpool has joined the list, big 
companies have, however, rom.iined 
the same ■ 



How Appliances Sold in U.S- During 1963 

(Retail Sales) 



Electric Dryers 
Dishv!i?ashers 
Freezers 
Electric Ranges 
Electric Refrigerators 
Room Air Conditioners 
Phonographs 
Radios 

Television (B&W) 

l,cirg« Incandescent Bulbs 



$190, 
$211, 
$277, 
$479, 

$1,147, 
$491, 
$796, 
$281, 

$1,244, 
$525, 



401,480 
600,500 
827,100 
896,500 
575,000 
657,100 
912,500 
424,700 
883,050 
000,000 



Estimated b/ EM WEEK from var ous trade sources 
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agcincnt's commitment to growth 
and expansion in the field of con- 
sumer products. 

To make this marketing com- 
mitment clear to the stockholders 
of t h e corporation, Burnham 
showed several typical commer- 
cials at their annual meeting in 
Pittsburgh on April 1. 

They liked what they saw. 

Burnham, who became president 
and chief executive officer in July 
last year, has set up a new manage- 
ment team. "The first task 1 un- 
dertook upon becoming president 
was to restructure the management 
organization at the top, and in 
depth," he told the stockholders. 



"assigning men of experience and 
proven ability to the positions 
upon which we depend for profit- 
able results." (See box on page 33.) 

Simultaneous with the reduction 
in overhead costs, the new manage- 
ment is increasing its investment 
in capital expenditure and adver- 
tising because it believes both arc 
important to a profitable future. 

Burnham carefully spelled out 
the new management's outlook and 
the new emphasis on marketing 
when he appeared at special field 
sales management meetings re- 
cently throughout the country. The 
morale and enthusiasm of the 
Wcstinghouse sales organization 
were, no doubt, in Burnham's mind 
when he told the stockholders that 
the sales and profits for 1964 will 
be ahead of last year. 

Here is what Burnham meant 
when he discussed the increase in 
advertising investment. 

The ad budget for the corpora- 
tion as a whole has risen mark- 
edly, and the national ad budget 
for consumer products in 1964 is 
two and one-half times what it was 
in 1963. Industry sources estimate 



that Westirrghouse's total 1964 ad- 
vertising and pramotioii bl ~ 
for alJ divisions is qlase to. IM* 
000,000. 

Frankly describing the tepr 
of the increased advertising bfldg; 
for 1964, R, N. Campbell,, om: 
tive vice presiderrt, told a groj^. 
security analysts: 

*'Over the past few years, nafl|);n 
al advertising of oux eonsimiif 
products has been drastiically 
duced. This probleiti icoattiMf 
heavily to the small incfeafp I 
volume of appliance sales. It ailE* 
ally cost Wcstinghouse a share 0: 
this market — a market which Enr, 
joyed a substantial increase: mm 
all in 1963." 

Wcstinghouse \vas not aloBe' ti 
having problems during the ltd 
few years. While unit saks far thd 
industry have generally kcpl psa; 
with the population growth darinij 
the last five years, prie.es have tet[ 
on a downward trend. 

According to published fipn 
in the electrical industry tmM 
press, unit sales went from 92V6#5,I 
000 in 1959 to 125,795,800 ir' 
1963. What happened to prices iii 



Westinghouse tv is carefully researched. Here, plans are formed for new project by (I to r) E. W. 
Seay, manager for general advertising; D. L. McDonald, advertising-promotion manager for consumer 
products; J. E. Hartman, manager, media and advertising research; advertising director R. H. Bolin. 
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Donald C. Burnh«m, preiident of Wettinghous*, itr«s,3«d 
marketing and ute of tv at recent ttockholders mestrng 



^ame period h shown by the 
ituch siiialler Inereuse in the Jollar 
^Ijpeji for retail sates. In 1949 it 
m*' S«,329.7H5.900 and $8,629,- 
"m)„54{) in 1963. The wholesale 
price inde.x far major appliances 
uid tv sets in that period were one 
the few indices to go down. 
All this has had a strong impact 
profits, "■Manufacturers have 
x?en able to reduce costs per unit, 
tiMks in part to automation," one 
^ter\er said, "but these cuts have 
W begn able to match the decline 
n prJipfH." 

An unusual distribution set-up 
ais brotisiht about this price prob- 
M. I'he growth of discount stores 
d ite increased activity of the 
iwerchandisCr brought about 
liiitCTse price competition. In or- 
Igt to slay in business, both the 
rramifiMCurer and the retailer have 
iad to cut prices ami profits. 

The squeeze on profits caused 
eductioii in national advertising 

Ikhich in turn hampered the manu- 
acturtr's ability to a^alize sales at 
|!Wd profit level. 



Increasing distribution efficiency 
is one answer, veteran observers 
point out. Several large companies, 
including Westinghouse, have al- 
ready laulertaken bold reorganiza- 
tion in this critical area. 

Product innovation is another 
road to better profits. "Manufac- 
turers are able to get a better price 
for products that gi\e the consumer 
new features which will benefit 
her," this industry expert said. 

Appliance manufacturers haw 
two big reasons for optimism in 
1 964. First, of course, is the long- 
awaited booming sixties uhich have 
become a reality for many Ameri- 
cans. Secondly, appliances bought 
imriiediately after the war. during 
the explosive home building period, 
are becoming obsolete. 

The appliance manufacturers be- 
lieve that there is a rich potential 
market here if they can persuade 
the housewife who has a 1 947 re- 
frigerator, for example, that the 
time has come for her to buy a new 
model with many added features 
that will make her work easier. 



Atlacking the problem of increas- 
ing market share. Westinghouse 
is moving on a number of fronts. 
The company is now completing a 
major consumer products distribu- 
tion reorganization. It is also stress- 
ing improved design and intensify- 
ing its promotion. 

The total appliance market, 
which increased to a record iif $9 
billion in 1963. is expected to reach 
$10 billion in 1 964. and Westing- 
house is now in a strong pt>\ition 
to increase its share of this ex- 
panding market. 

Roger Molin. Westinglunise's di- 
rector of advertising, explained his 
company's choice of tv as a ke\ 
medium for increasing its share of 
the market. Bolin. one of the coun- 
try's ailvertising leaders, receive* I 
the ANA Paul B. West Award last 
year for his pioneer wi^rk ni adver- 
tising evaluation. 

'" l elev isron." Holin v.nd. "is 
capable of reaching v ittu.ilK al 
prospective customers for Ucstinc- 
houNC products. p.irticul.irK vounc 
adult V iewers w ho arc prime pros- 
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pccts for consumer products. Prod- 
uct demonstration on television ap- 
proximates the personal selling of 
a good retail salesman. Some of 
our greatest advertising successes 
have been in television, Studio One 
for example." 

Judge indicated that this adver- 
tiser gave serious study to the 
problem of rising media costs. "For 
example," he said, "The cost of 
doing Studio One in 1950 was 
$1,150,000. In 1964 it would cost 
$10,305,000 for time and program. 
And this docs not include the cost 
of commercial and promotion. This 
has led us away from sponsorship 
of a single show," Judge pointed 
out, "but we feel that tv is still a 
highly efficient medium for selling 
products. By using commercials on 
a number of different but carefully 
selected shows, it is possible to 
reach all types of prospects at quite 
a low cost." 

Discussing the marketing ap- 
proach of the tv commercials, 
IBolin added, "We are stressing the 
unique features of Westinghouse 
products. We arc not pushing pro- 
motional offers or traffic-building 
devices. Wc are depending on other 
media for that job. We believe that 
if we can show the consumers how 
the product will benefit them, we 
will create consumer preference 
that will lead to higher sales over 
a longer period." 

What is We<.iinghouse getting 
for what it is spending? 

While no one at Westinghouse 
is pretending that the company has 
all the answers, they are using a 
number of practical research tech- 
niques which help them to make 
intelligent decisions about adver- 
tising before coniniitting large sums 
of money. 

John li. Ilartman, Westing- 
house's earnest voumi inana ner ol 
media and advertisini: research, de- 



scribed a series of intcgralcd proj- 
ects which ansAver specific infjor- 
rnational needs. 

1. National consumer studies. 
Westinghouse conducts detailed 
interviews throughout the country 
once a year with large nirmbers of 
consumers, including the p u r- 
ehasers' of major applianees. Re- 
search, handled by Audits &. Sur- 
veys, provides information on 
Westinghouse and its chief com- 
petitors. The studies cover brand 
awareness and brand preference as 
well iis manufacturers' product 
reputations. At the same time inter- 
viewers learn more about the ways 
in which consumers make buying 
decisions. 

"Information like this aids cre- 
ating tv commercials and pldnriing 
programing strategy so that we can 
increase the yield on our advertis- 
ing investment in the year ahead," 
Hartman said. 

2. Survey of dealer attitudes. Be- 
cause the attitudes of dealers is a 
key factor in mafkeling, Westing- 
house is using a special study to 
eomplernent the results from the 
national consumer survey. 

3. Pre- testing of tv conunerCiMs: 
Schwcrin Research will be testing 
over 50 commercials from West- 
inghouse during the year. These 
tests indicate the increased desire 
for a particular brand of product, 
after vievvers are exposed to a 
commercial set in normal program 
content. 

Westinghouse commercials arc 
tested against competitors' mes- 
sages. The eomrnercials which do 
not get superior scores arc revised 
or replaced, before the air date,, 
with more effective versions. 

"This kind of prc-testing gives 
a good assuraaec that only above- 
average eomrilcrcials will go oil 
the air," Hartman said. Other pre- 
testing techniques are utilized as 
required. 

4. Advertising effectiveness. To 
determine how wcW the advcrtisijig 
is achieving the objectives. West- 
inghouse Uses Audits & Surveys 
for another kind of research. This 
study, as distinct from the national 



Marketing plans for cc^nsom^f producTs are 
discussed by two top WMtinghoUse execu- 
tives: D D. Danforth, group vice prJt^sident, 
Consumer Products (I) and Harry M. Kane, 
vice president and gci^eral manager, Wejtilig- 
tiouse Appliance Salfts & Seryii:e Co. 



R$)n:«ld N. CArrfpbell, ewecutive vice pigj^^teiS 



consumer study, aims to isolate Ihi 
cffecls of advertisittg for bolh ptin 
and tv. These surveys are, Ihert 
fore, done more frequently^ — e^^t 
fctur months. 

Westinghouse also uses some 0 
the standard research, devices. 'Mt 
sen rating data is carefully in 
alyzed to determine reacb^ fte' 
queney and cost-per-thousand 0 
the various elements in the tv pfe 
Gallop-Robinson tests inrii^idut 
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iTOniW'cials after they are put on 
m air to find out hi^^^' \^eMl view- 
Ts recall the cojimiercials and the 
-y »^ales jxiints. 

Sales results are broken down on 
e0iinty-by-county basis to see if 
^rrelations de\elop between sales 
Jvfrti^ing patterns. 
IVestinghouse gathers conipcii- 
ve advertising expenditures by 
fddxict arid by media. This infor- 
iali«n enables the company to ap- 



ROger Bolin> director of advertising 



praise its dollar investment in the 
citmpctitiw arena. 

E. W. Seay. manager, general 
advertising, summarized the com- 
pany's stance on advertising this 
way: 

"(1) A healthy respect for the 
complexity of advertising research 
is important: there is some danger 
from the cult of over-simplification. 

"(2) Research is a continuing 
process which yields more accurate 



G. L. Wilcox, executive vice president 



information when viewed over a 
period of time. 

3 ) Where and how research 
findings will be used is always a 
major consideration before the in- 
vestment is made. 

"Westinghouse is c o n s t a n t I y 
seeking improved advertising re- 
search techniques as the su rest way 
of extracting the most \alue from 
the advertisiim investment." Seav 
concluded. ■ 



In new Westinghouse 
marketing plan 

R. N. JCampbcll^ executive vice prcisident,, was formerly group \ ice 
president for air coTidilioning division and president of C A. OKen Co.. 
a subsidiary. Hie now heads the Indusiriiil^ Consumer and Construc- 
tion GrCfups* 

IXnigkis D. Danforth. the group vice president for consumer prmluets,, 
grew up in the appliance biHsincsss. Hk father was an hidejxrndeni ap- 
pliance distribtilor in Syracuse. Mr. Dianforlh was previousK group 
\ice president for industrial products. 

Flarrj M. Kane, who rCeemI) jointd the compinn, is vice president 
and general liianager, Westrnghouse Appliance Sales an<.l Service Coni- 
pahy. He direcls the ritarketing for Dtrnforth's consumer group 

G, L. Wilcox, executive vice president, formerl} president of Canadi.in 
Westinghouse, is responsible for other groups^ — Electric I tilit}. \tom c. 
Defense i& Space, Electrionic Componertls & Specialt) Products M\d th 
Westinghouse FlectTie International Conipaiiy. 




Westinghouse a $6,000,000 television comeback 



McC3nn-ErickSiin% r®le 



PLAN, CREATE 

Westinghouse's agency scheduMd a 
flexible plan designed to reach the most 
prospects per dollar, thfen crfeated 
the kind of commercials to "sell" them 



■ The i-fficu-nt purciiasi- in 
today's clirnate of mounting costs 
is a basic fact of life for successful 
management. This applies to buy- 
ing steel. It should — and can — ap- 
ply to buying television advertis- 
ing," says William W. Mulvey, 




Wejtinghoute Micartji eo^ninercial with girl 
dancing on table shows materiars dOrability. 



senior vice president, McCann- 
Erickson, and the management su- 
pervisor on the Westinghouse ac- 
count. 

Stressing the agency's role, he 
adds: "Efficiency is the key word. 
Our main objective must b0 to 
reach the most prospects per dol- 
lar with effective selling messages." 

McCann-Erickson has handled 
the Westinghtnisc corporate tele- 
vision account since 1944. Addi- 
tionally, McCann is the agency for 
the company's major appliances, 
air conditioning, lamp and tv-radio 
divisions. A McCann-Erickson di- 
vision, nSM, also handles the 
electronic eoinpojients and special- 
ty products group and industrial 
lamp department. (Grey Advertis- 
ing has a portable appli-ancc divi- 
sion. Ketchum, MacLeod & Grove 
is responsible for the eorpornte 
print program as well as other 
industrial divisions.) 

Working closely with Westing- 
house. McCann-Erickson developed 
the "Night and Day Selling Phiii," 
as it is called. It negotiated the pur- 



chase price and, finally,, crea'ft 
highly imaginative commercials d 
the cojvipany. 

"In the process of detefnlirf 
the most advantageous course f 
Westinghouse to follow in net^w 
television in 1 964, and beyond, t- 
agency considered every poss! 
approach," Edward A. Grey, sr. 
vice president for media a 
programs told Si'ONst)R. ipfie 
ly, the Jigency ivnd WestlnghW 
looked into; j 
I, Specials on all three ncim 
2: A series of science shaw& 

3. A niiiitber of half-hQur fi 
prqgr'iims 

4. A pliin to tel*"^ firll tor 
Hollywood fihns 

5. Sponsor htg yarious new* j 
grams 

6. Placing a W^i^|ifiTgh»u: 
cnvned pro;|ram rn a limited nssj 
her of markets. 

Ttey also VKorkcd wltli tach 
the three nctwofks in de^^'elsr 
packogcs made of virious types 
programs.. 
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Willitm Mulvey, McC«nn-Erickion, senior vice president 



Gillis. the account executive on 
Wcstinghouse. 

"Westinglioiise chose popular 
night and daytime programs which 
haw hirge and loyal audiences." 
said Schwing. "Taking all of the 
programs together, they reach 
each individual county' si/c and 
population area about evenl\. We 
are reaching \ icwers of each le\el 
of income and educational back- 
ground with strong emphasis on 
the younger families and potential 
new homeniakers in the da\ time 
minutes." he said. 

Gillis reported that some of the 
minute commercials are not defi- 
nitely scheduled. "They can be 
placed in prime night hours at 
\ arious times of the \car at West- 
inghouse's selection to coincide 
with peak selling seasons for con- 
sumer products, such as the pre- 
Christmas or the fall intrcxluction 
of the 1964 major appliance line." 
he said. 

' SliCu'in /i<i( ii r.J/l/lc for I, ( S 
( tiuntit f VI > / 'I I." »/<i/ii "t u ' i\ 
\ (<•>• cir 

3S 



After niany nioiiths of such an- 
^l^is they arrived at a decision: 
fe chose the 'Night arid l^ay 
g Plan'," Grey said, '*to ob- 
^Ifi. efficiency, selectivity, flexi- 
llffy and a mass audience. With 
Ms plan of participating minutes 



we eliminate the cost and risk of 
sponsoring a program." 

Working closely with Grey were 
H. Bart McHugh, Jr., vice presi- 
dent and manager, radio and tv; 
Robert Schwing, account director 
and vice president, and James P. 




Ij 'M ®5c>¥*nBi, CBS account execulive, *nd Ed iGrey, jeniar w p., »w «nd medi*, McC^nn* 
' lekwan, diSxu** nelvya^lc progeami chosen for Wesfinghouise "fiiig)ii *nd 0*y S#lling P'l»n." 





WesTinghouse 



McCann-Erickson regional account executives 
service Westinghouse ii) the field,. Seated 
(l-r): Joseph O'Connor, Robert Brookman and 
Hugh Engelman. Standing (l-r): Ron Blaquiere, 
John Hilz, Ben Blausen and Dick Hey^itt, 



WcstiiighousG carefully analyzed 
data on the total audienee for each 
program as well as a breakdown 
of the potential audienees in terms 
of eounty size, geographical dis- 
tribution, education of the head Of 
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INTEBFUBLIC AGENCIES' 1963 BILLINGS 

McCann-Brickson is one of nine advertising agencies whicli arc 
part of "the world's largest marketing communications enterprise." Its 
Madison Avenue nickname is "Interpublic" — short for The Interpublic 
Group of Companies, Inc. Along with MeCann-F.rickson. the eight 
other agencies in this multi-faceted corporation — with worldwide hold- 
ings — arc: two public relations companies and two units in the market 
research field, a snies promotion group which also places some adver- 
tising and a service organization which pairs the findings of neu prod- 
ucts for Inlerpublic's clients with helping inventors market their brain 
children. There is some talk that by \ ear's end there will also be a 
marketing newsletter which will manage to get to your desk at an an- 
nual subscription rate of $ 1 000. 

Interpublic's total billings for 1963 are reported close to S5?>0 mil- 
lion. The follow ing chart, in round figures, gives agencies' billings 

Billings of nine wholly owned Inferpublic Agencies in 1963 

McCann-Krickson, Inc. $242,<)O0,()n(> 

.McCunn-Kriek^in rnternational S.A. 133,nn<).<)IIO 

Krsvm U'ascy, Riilhraiiff iK; Ryafi, Inc. 78,()<)O.()0O 

iVltCdnn-Marschalk, Inc. 40,000,000 

PrHchard. Wood & I^urtjitrs. JJd. I4,200,«no 

I»rhch.ird W<»o(I Intcrnalional l.U\. 1 I,SOO,000 

Flm-hfr Richards Co. 8,0011,000 

Afanial Ud. S,<H)0,000 

ilohnstone. Inc. 2,250,000 

I i mill I /iif'lini r\ H>trf,iin; for nil nf tin' I nlirptihh mnipli i 



pfiieciiie record of advertising ini- 
prtssions per 10() housxMiolds in 
r*ch distributit>n are;i. The analy- 
m went further and described the 
impressions delivered by each ma- 
jar component of the total media 
plan, cncompassiag both print and 
jfCk vision. 

From these results, the media 
planners were able to accurately 
adjust variations in pressure, tak- 
ing into account both advertising 
aniJ marketing objectives. 

^Vhat about creativity? Westing- 
home knows how to nurture it. 

That's why an enthusiastic Mc- 
Cgirn creative group Is eager to tr\ 
ne'w idens and techniques for com- 
nrordal'S, These artists, writers and 
pftiduceri know that lhe\ will have 
a vvarm,, receptive audience in 
Pteburgh. 

'"WVilinghouse is a client with 
f crcallve imagination and the 
Murage to put money behind it." 
«iys Chester L. Pose;,, senior vice 
ffesident and creative director. Mc- 
Cirrn-Eriirkson, Inc. 
: This creativity is essential when 
VN'esiinghouirC is not sponsoring any 
s»irt|Ie program. 

'*One of the principal creative 
)dbs we have with W'estinghouse 
h fe make each commercial stand 
t^'Ot ffflm whatever surroundings it 
umi have,'* says Po«cy, "be- 
W"e are buying partici- 
"pfions and spots, rather than an 
'Win® program^ and must view the 
Iffthniercial itself as a 60- second 



program for \S'estinghou\e. As such, 
it should of course be informative 
and persuasive, but we also think 
it should be rewarding to the 
viewer; it should sort of pav him 



back for his time and his ittun- 
tion." 

1 he CO rp.1 rate image v tin. of 
this creativitv is stressed b\ Wil- 
liam Mulvcv. senior viec president. 
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Westinghouse 



who siiys: "Our commercials sell 
Westinghouse protliiets by empha- 
sizing their unique features — and 
we try for this in a way that will 
make the viewer think of West- 
inghouse as a modern company on 
the move. The result should be 
that the viewer will want the prod- 
uct and respect and like the com- 
pany." 

The man who is directly respon- 
sible for supervising the creative 
product for Westinghouse is John 
Blumenthai, vice president and as- 
sociate creative director. 

"We have attempted," he says, 
"to resist the obvious and dig deep 
for imaginative ways to portray 
the product. 

'"For example, in a commercial 
on Westinghouse's total weather 
comfort system, we wanted to show 
how this product will keep a home 
Warm no matter how cold and 



miserable it is outiside. Out solu- 
tion was to: open the comnTcrcial 
with a shot of a man approaching 
his doorstep in the eveaiag. He 
cringes because of the cold and 
the snow. Then he opens his door. 
Instead of the expected living room 
scene, we see tropical palm trees 
as his pretty wife greets him in, a 
light summer dress. Then we show 
him dining with his family in an 
atmosphere that suggests t h e 
Hawaiian Islands. The situation is 
entertaining enough to absorb the 
viewer; at the same: time our sales 
message is persuasive, according 
to research studies. 

"We try for simple ideographs, 
visual dramatizations of the key 
benefits of the product," says 
Posey, summing up the creative ap- 
proach. 

Another commercial shows how 
Westinghouse's Miearta is attrac- 
tive, durable and suitable for many 
purposes. This was accomplished 
by featuring a young girl, about 
10, who tap danced on coffee 
tables, desk tops and other furni- 
ture all covered by Miearta. 

"In planning our refrigerator 
commercial we attempted to do 
something quite different in presen- 
tations for this product," BlUmcn- 
thal says. "To emphasize how our 
refrigerator keeps food fresh and 
appetizing, we chose a personality 



who convt':y§ i^uiekly a me.%t f@i 
gprod food. He is a tv star, wljUti 
the plush round figure of an abm- 
ous gourmet,' Sebastian Cabot. H5s 
beard and authoritative British SB^ 
eent give himi the iiripressive 
of an expert. When he talks ale 
the benefits of the refrigcratOT hg 
iss both interesting and eonvineir^. 

"Using Cabot also helps Us t© 
aehieve continuity for the series if J' 
commercials we are doirrg on tjij8 
product," he adds. 

Many different approaehes art; 
being used for the 60 eoramefSiiJk 
This ineludes humoroUs drUiJitfi 
situations, animation, serious preAr 
net demonstrations and modmn 
"squeeze" techniques. 

While every eomniereial is quitt 
different, they all have the saxaS 
effective eight-seeond ending. A 
graphic techniq^ue is employed 
stressing the company's logo and 
the slogan "Yon can be sure if ii's 
Westinghouse." A series of plei*- 
ant, punetualing musical sound*: '"B 
heard in the background. 

The men under Blumenthai who 
are creating these commercials In- 
clude: WilJiajn Scudder anil 
Rupert Johnson, group hcjadk 
Harry Samalot, Robert Forgicsae 
and Dominie Rosetti, art dircclors: 
Howard Phillips, copy; and HatoJd 
Matthews aad Kenneth Mafths^ik 
film producers. • 
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Monthly Cumulative Audiences 
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(Estimated) 












Commercibls 


Total 




Unduplicated 


Unduplicated 


Viewed 


HsoMie 




Rating 


Homes 


per Home 


Impressions 


January 


87 


44,544,000 


4,4 


1 93,792,0flQ 


February 


a? 


44,544,000 


4.4 


193.792,000 


March 


87 


43,520,000 


4.3 


1 88,774,4.00 


April 


85 


43,520^000 


4.3 


1 8.8,77 4,4iO 


May 


84 


43,008,000 


4.4 


188,774,4.010 


June 


77 


39,424,000 


4J 


164,454,400 ' 


July 


78 


39,936,000 


4J 


171 ,950,800 


August 


78 


39,936,000 


4^$ 


171,980,800 


September 


80 


40,960,000 


4.1 


16a,908,800 


October 


88 


45,056,000 


4J 


213,606,400 


November 


88 


45,056,000 


4.7 


213,606,400 


December 


85 


45,05.6,000 


4.2 


1 88,774,400 


Average Month 


85 


43,520,0;00 


4.3 


187,21^,^00 
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BcHy Furness' selling for Wcsflnghouse made her one of the most publicised on tv 



now 



on the 



estinghouse innovations 
in programing brought 
politics, football and 
ssica to the tv screen; 

today it's 
s, comedy and drama 



■ Till cuRkfN'r ACiiviTY in tele- 
vision for Wcstinghouse shows a 
sharp contrast with the programing 
of its earlier days. 

Beginning with the great Sliulio 
One program in I '>>4y, Westing- 
house hail a starring role in the 
development of the tv medium. 

Studio One was not onl\ a 
launching pad for merchandise but 
was also the vehicle for projecting 
some of the great names in writing, 
directing, producing and acting into 
the video firmament. The outstand- 
ing dramas that viewers saw in- 
cluded such titles as "Of Human 
Bondage." "Henry l\'." "The Scar- 
let Letter, " "Jane Hsre,"" "Taming 
of the S h r e \v . "W'uthering 
Hcightj; " and "Macbeth." 

But Wcstinghouse also pioneered 
in a totally different area of broad- 
casting, too. It was the first com- 
pany to sponsor a national sched- 
ule of football games. I n 1951. 
Wcstinghouse bankrolled the tele- 
vising of 20 NCAA games. Tuo 
yciirs later this company became the 
first advertiser to present pro foot- 
ball games coast to coast. 

However, it was in 1952 that 
Wcstinghouse made its greatest tv 
impact on the country when it 



joined with CBS in presenting the 
first conventions and election re- 
sults to a national audience. And 
Betty Furness. \\ cstinghouse's per- 
sonal it\ . drew almost as much 
newspaper attention as an\ single 
politico at the conventions. 

The coverage of the conventions 
and election returns was repeated 
in 1956 and again in I9h(). But 
most viewers w ill likel\ also re- 
member other highlights of Wcst- 
inghouse tv activity . apart from a 
series of outstanding specials, in 
such titles as Desiln I'lay house. 
the Xanriw i\ihra\- Show and 
H 'e\iiniihoii\e freview Iheairc 

For its 1964-65 campaign. 
Wcstinghouse has commercials in 
eleven programs almost cqualK di- 
vided between news and entertain- 
ment ( see chaa and photographs). 
The weight of the campaign is dis- 
tributed according to seasonal needs 
in the chosen programs. Obvious 
from the photographs of the current 
selection of entertainment programs 
is the fact that Wcstinghouse and 
McCann expect to attract dav time 
viewers with comedy repeat^ The 
line up of news and inform.it on 
personalities are, of ecnir^e. well 
established • 
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Westinghouse 



• • • tiie stars 



^ i!^ 




I love lucy (repeat— for daytime audien(;e) 



Chronicle with Charles Colingwood, CBS 




m 




Ethel Merm^ri ^ah<J Art Carr*»y fleft) 
in "Panama H4*tie.*' Pioneering in tiiee& 
tel<e$ajsts (belo*). WeStinglouse spjiri«or| 
C0M^<^ag.e of Army Vs Sytaaise gaAie< in 




Programing li 



tv vehicles tmi 






Alfred Hitchcosfe ^nd friend 



SPOB 




Slud'io One (lefl) prcifrfled >uch tt<rt at 
Jiian Aob'A/dt, Jr. The company twitched to 
drama with Datilu PUyhouie (bslow) and 
tiluation comedy with Ninette Fibriy (right). 




If 




Westlnghouse'3 pioneering past. . . . 
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Westinghouse today 




CBS Evening N»wj with Waller Cronkite 



Local know-how on loca 



■ No PLRion in the history of 
marketing apphances has been 
quite as eompetitive as the eurrent 
one. The advertiser's problems in 
the industry's stormy past quarter- 
eentury have been a series of buf- 
fetings by socio-economie situations 
which have equalled the worst to 
beset almost any other industry. 

In this acutely competitive pe- 
riod, says Edward A. Grey, senior 
vice president for tv programing 
and media at MeCann-Eriekson, it 
is imperative to avoid the pitfalls 
of diluting the WestinghOuse 
budget too thinly over too many 
types of media. Henee, it was rec- 
ommended most strongly that, for 
1964, Wcstinghouse utilize in a 



of the most effective media tools 
available." 

Thus the 1964 Westinghouse 
media philosophy was based on 
the essentiality of eonecntrating 
the appropriation in prirnary media 
and avoiding those marginal or 
fringe buys whieh eontribute in 
only a minor way to the over-all 
objectives. 

Naturally, an advertiser of 
Westinghouse's stature is in a po- 
sition to capitalize on the selling 
and coverage values offered by 
several types of primary media — 
thereby offsetting the weakness of 
one with the strengths of anothcT. 
However, each must be carefully 
studied in its relation to the over- 



lap Lucas, calor'lFu.l 
Te*as diealer,, uies 
Horatio Alger back- 
g t 0 U n d which in- 
cludes TO yeatrs in 
Texas State Leg i si a- 
toxe to make thse sale 
of Westinghouse ap- 
pliances pSrt of his 
crdtmnonity $«rv!ces. 




major way only those media which 
could eontribute most to the 
strongest presentation of the major 
selling theme. 

Of course, it is one of the pri- 
mary functions of the McCann- 
Eriekson media division, as Ed 
Grey points out, to construct a 
strategy blueprint for any client, in 
this case Wcstinghouse, that cm- 
braces the most productive and ef- 
ficient combination of media pat- 
terns obtainable far the successful 
acceleration of client sales. 

"We must be certain," says 
Grey, "to develop the sharpest use 



all problems and objeelives in or- 
der to secure an integrated pro- 
gram delivering the most logical 
balance of "reach," "frequency" 
and "impact." 

Each of the above three elements 
have long been attributes of radio. 
To "concentrate appropriations" in 
tv and still get the benefits of ra- 
dio's reach, frequency and impact, 
Wcstinghouse places a great deal 
of emphasis with its retailers on 
the use of local radio as part of 
its cooperative advertising pro- 
grams. 

More than 1000 Wc^,tin'4liouse 



dealers are now using railio a& 
key ele;ment of theix eooperalf^ 
advertising efforts^. 

J. Gilbert Baird, s«les prcOTP 
tion mxTnager for eonsuraer pro"^ 
uets, told Sponsor that, "In 4 
years since television began to taft 
more and mote of our budglv 
we have maintained a strong pro 
gram aimed at dealer and distri^b 
utor use of local spot radio. 
produce transcriptions eovering ih 
full line of major appliances ikm 
selected poftable appliances, ttlci 
vision and radios. We supplerttftf 
them with seasonal eopy- CurrfO, 
ly^ we are making available 
dealers a set of tapes by Seba#tAu 
Cabot on various models of t 
frigerators." 

Tlic "loear' in local radio mgan 
the be^t use of the keen kniD\yle|^ 
of, and business rapport dcveliOpe 
with, the more than a thou>« 
communities where VVcsfinghctt 
appliance dealers are influcwein 
the consumer in need of the rc 
plaeement of a household appliane: 
or the initial purchase of one. 

Two dealers in two widely sef 
arated niarkcts m^y serve to ito 
trate the uniqueness of sclHhg ^im 
aeter each eonifibuics to the WfS»l 
pattern of moving WestingliQU, 
higlt-tiekc't white goods and tek 
vision. They indicate why the eo'i 
dollars can be vitally impiOrtanl t 
the promotion strategy of using If 
eal radio. 

For more than a dozen ye&l 
staff annonncer at station K!Ptf 
in Athens, Texas, has thrown 
switch and intoned. "It's hmlvc 
fifteen «ind time for the Jap Lueii 
program," With thai, the lim 
Wcstinghouse appHanee dcfil® ' 
on the air. Direet from his sal 
floor, via remote conirol, Jap Lacii. 
takes to the air and for the ne> 
ten minutes gives fiorth wlJh a va 
rfcty of comment that niay inslp*^ 
criticism, praise, or a dkcpsA 
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Grass roots knowledge of the community, its public problems 
and neads, gives retailers believability and selling impact 




rmdlo mskes national profits 



Westinghouse 



if piiiitics plus, oi course, :i McaiK 
%Lre;ini of ailvcrtising for liis 
t¥c>» 1 1 11 g h ou sc a ppl ia n cc «; . 

■■Jap" — it's his given name and 
iM ah nbbrovialion of a nickname 
— is 53 sears iMd and a local 
40Tatio Alger type who served five 
eniTs (ten years) in the Texas State 
Cigislature, After a ci>uple of years 
»f using periodic announcements 
liri KIIUD — which went on the air 
n I94K — Lucas asked the station 
Ifa let him do a live reunite direct 
"rpni his sales floor. Owner J. B. 
MjeMutt. realizing that Jap Lucas 
a colorful figure, an cxperi- 
nml public speaker with a long 
•arcer in politics, took a chance 
itid the prograni became an in- 
fant bit. In the intervening years 
Ire Jap Lucas program has be- 
IX habit with a si/able por- 
|ii«iii of the area audience. They 
"ailow the ilealer's stand on local 
iflairs, his support of local drives 
<wd NAich efforts as his fund to re- 
i^uiild a home dfstro\ed by fire. 

Much of his program material 
■omes under the heading of "edi- 

Iorial fipinion," and Lucas is usual- 
\ in the thick of every contri>vers\ . 
rfe's won ivn most of the issues, 
tie's livst some. He has a standing 
jiffer for opponents in local issues 
o appear on his program and a 
'c& h;ive taken advantage of the 

Lacas was quick to realize the 
'reash" of radio adverti.sing. He 
fcjp abtnit. 90 percent of his volume 
c^Eflc's froni the rural areas — 
fafks of the creek" as he terms 
t. He's sold merchandise to listen- 
ri lip to 50 miles from Athens, far 
X'y0nd the normal service area of 
; station. Lucas" program on 
CIB l> constitutes almi^st lOU pcr- 
*mi of his advertising effort. 

For Westinghouse, the move- 
nMl of ap^sJiances into the mar- 
41 must prove that a radio pro- 
ffarn can be controversial, a real 



public service, and still he com- 
mercial. 

The steady growth of Wright's 
Westinghouse Stores in Slirc\e|x>rt, 
Louisiana, is another kind of proof 
that local radio works. This dealer, 
who uses hea vy .saturation spot 
campaigns, started with one outlet 
in 1934. With the celebration of 
its 30th anniversary last month, 
Wright's now has five highly suc- 
cessful outlets in Shreveport and 
Bossier City. Louisiana. 

Harold Wright, a member of the 
Westinghouse Dealer Council and 
on the board of directors of the 
National Appliance and Radio 
Dealers' Association, is the sole 
owner of three of the stores and 



far the larger share of his radio 
budget is placed on KLI'L. the 
area's popular 50.000 watt "top 
40" station, although he occasion- 
alK adds schedules on one or two 
other local stations to reach spe- 
cific t\ pes i)f audiences. 

One minute announcements are 
alwa\s used and thev are filled w ith 
solid sell of the product itself. 

On the average, each promo- 
tional campaign lasts about ten 
ila\s. Unless it involves the annu.il 
anniversary sale, the pre-Christ- 
mas promotion, or a s|vcial sea- 
sonal sale, each campaign is built 
around a single appliance, such 
as the Westinghouse Laundromat. 
Sjvcifics are planned to fit spe- 




a niajoritv stockholder in Whatley s 
Westinghouse and Will's Westing- 
house. 

Wright started using radio in a 
rather limited wax 1 7 sears ago. 
u hen most retailers in Shreveport 
still remained tied to ne\\sp.i|vrs 
as their sole means of advertising. 
During the ensuing \ears he has 
become a constant!) heavier user 
of radio, until it is now the major 
part of his advertising budget. 

Wright's advertising schedule on 
radio utilizes 10 to 20 announce- 
ments dailv on a single radio sta- 
tion during a campaign, and bv 



H < r a I d Writghl, 
$i h r • w • p o r > , L « . 
dc.*l»r, who ^rcewt 



cific times (if vear. such as the 
drver campaign during the tradi- 
tionallv rainv months, air condi- 
tioning and refrigeration during the 
spring and summer and stereo and 
telev ision in the fall and preceding 
Christmas. 

1 hat radio at the local W right's 
level works for the movement of 
pri>duet IS at least p.irtiv evidenced 
in the fact th.it W right Stores re- 
ceived the distinction of having the 
highest sales saturation percentage- 
wise to the popul.ition in Liundrv 
equipment of .inv dealer in the 
I nited States. ■ 



n, 1964 
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Marv Rpthenberg, MPO director (right) coachts ScibastXan Cabot on Wlssfiln|^heit 
refrigerator comrnerciaU. At ;left is Scudder, Mcjr#rjnf|icksijtf's; aeatiye grflO'p, h- 



Westinghouse a $6,000,000 television comeback 

Capturing the ^sell 



■ All clients and agencies ar- 
riving at the last step in preparing 
a campaign, tread a narrow walk- 
way between sueeess and failure. 
The outright diseovery that it is 
one or the other is preferable to 
the too-late diseovery that they've 
produeed a mcdioerity. That ean 
be even more eostly. But the hope 
is for great translations of the ideas 
to film or tape, and a eommer- 
cial gem that is memorable, be- 
lieved and aeeepted and whieh 
also moves the consumer to buy- 
ing aetion. 

All of the knowledge of the 
consumer's habits, all of the mar- 
keting know-how, all of the paper 
fruits of creative genius may bring 
the client and the agency to a 
point of being convinced beyond 
a shadow of a doubt that this is 
the campaign. 

But— 

I'iually, someone has to record 
the selling message. 

The third key elemenl in the 
Westinghouse campaign was the 
film pioductioii houses. 

According lo Robert DaH'Acqua. 
vice president and executive pro- 
ducer at McCann-l-rickson, the 
agene\ regards the film studio as 



far more than a technical opera- 
tion. 

"We seek out the creative fonts 
beyond our agency to supplement 
our own creative effort. Wc en- 
courage the most qualified studio 
professionals to conlributc to the 
end product with minirnuiti restric- 
tions from agency oriented person- 
nel," he says. 

Dall'Acqua and his associates 
described how they go about film- 
ing some 6D "highly irnaginative 
and persuasive commercials"^ for 
Westinghouse. 

On the selection of the studio, 
they said: "Primarily we look for 
particular directors, cameramen, 
scenic artists and studio facilities 
based on our knowledge of the 
previous work they have done for 
McCann-Erickson clients or other 
advertisers." 

Bill Scudder. creative group 
head pointed out that fpr a light 
dramatic skit in the xrommercial, 
choosing the right director would 
be the most impcvxtant cimsidcra- 
tion. 

The cameraman, oil thQ othef 
hand, would be the chief concern 
for a straight product demonsira- 
tion 



Another key factor it! th 
agcncy'^s consideration i s t h 
studio's record of delivery. 

General feeliag araong the ps^ 
ducers who have worked on th 
Westinghouse account and fot Mc 
Cahn is that the assigtinieni ti 
choice one to gpt, WestfnghWI 
(all those who were willing to dii 
cuss the subject agtBed) allow 
producers an U-nusual amoimt ( 
creative expression in commercM 
But all agreed that the agency b 
no means abdicates its cmati\ 
function. 

Among, the specifics reporiet 
MFQ feels that We.stin§hr 
works on a deluxe scale. Lite 
employ top MPO directoirs — M4 
vin Rpthenberg and Joe C'^t 
— in coninicrcial assignment 
Westinghouse and the agency tat 
a lot of trouble lo explain the ol 
jectives. of the commercials:^ ir 
so gain by pernUtting the pradtifi? 
who enjoys working with this cLiei 
and agency (.since he rarely h\ 
problems) to contribute to the fiW 
all concept. 

Julia Whalen, production riap 
a^ei- of Kim iS: Girford, who i 
the institutional closing an Jl 
Westinghouse aymmercials — |h 





ion film 



a short, scvcn-sccond, v isuali- 
tl#n to go with the line "You can 
C mH' if it\s W'c^linghou'^c"" — says 
8l E ^1: M's Paul Kim developed 
e basic idea himself and shot it 
i4'r it was okayed by W'csting- 
smt and the agency. 

Itfound Elliot. Unger & Elliot - 
ctitsn tjcms, Al MentieJsohn is in 
W§c of all .sales of EUE com- 
liMiak to agencies and has con- 
Jfrahle experience in this field. 
-ifSi Mendelsohn: "'W'estinghouse 
immcrcfals are unique in that 
iieiy literally require a great deal 
ffieative assistance from the pro- 
U^i;, and Wextinghouse does not 
%ig, as sonie clients might, to 
'clii such lissistance. We've done 
to 15 Westinghousc commer- 
lak in the past three months, pri- 
fily humorous ones, on West- 
iJfPiise light bulbs. Our produc- 
W staff had a ball with ihem. 
rd enjoyed working out reactions 
vtm people who found they could 
*it turn off a Westinghouse light 
aJb„, e«en though they pulled out 
n light cord and unscrewed the 
Wlbi 

"*We^tin,ghouse dcfinitelv wel- 
JtnM ideas. This is generalh 
cfsin in the field, and it's some- 



Studios call McCann-Erickson-Westinghouse 
assignments "a feather in their caps," laud 
the creative latitude encouraged by client 



thing of a feather in a production 
house's cap to be awarded a com- 
mercial series from them." 

How do you show an actor with 
a glowing light bulb in his hand 
and nothing else? 

This is one of the technical prob- 
lems that the studio helped to 
solve, and the result is an unusual 
series of commercials which should 
certainly contend for a number of 
awards. 

The cop\ platform or purchase 
proposition, as it is known at Mc- 
Cann. was built a round the extra 
life of the Westinghouse bulb. To 
dramati/e this in an entertaining, 
persuasive way. the creative people 
conceived a number of situations 
where someone would be eager to 
put out a light but couldn't. 

In one commercial, a romantic 
young man is sitting alongsiile an 
attractive girl before a fireplace. 
At what he thinks is the strategic 
moment, the hero goes to turn off 
the I a nip nearby. The lamp won't 
go off. H\en when he unscrews the 
bulb and holds it in his hand, he is 
unsuccessful. 

In another commercial, two 
bungling bu rglars run into diffi- 
culties because the\ ean't find an\ 



method to turn off one of the 
Westinghouse bulbs. 

The technical problem of keep- 
ing a bulb lit was soKcd by an 
EUE production man and an ex- 
pert from NN'estinghouse. I he\ 
worked out a wa\ to in sen a small 
bulb inside the regular sj/ed bulb. 
They attached an insulated w ire 
(hat is hidden in the actor's slee\e. 
The wire is flesh colored so that 
the tv viewer cannot detect it in 
the actor's hand. 

At first mention the st(>r\ board 
idea for another commercial ap- 
pears unusiialK simple to execute 
The camera was to come in for a 
close-up of the \N estinghouse elec- 
tric flying pjn. The shot had to be 
straight down. 

It was far from eas\ to execute 
because the bright finish of the 
frying pan reflected in the camer.i 
I he reflection could not be re 
diiced. 

I hey tricil poking the leiiv o\ 
the camera through .1 tentlike nn 
ering; that wav unsuccessful. I inal 
l\. the) set up a mirror aKnc th«. 
fr\ ing pan and photographed lb 
reflection in the mirror 1 he camera 
was at a slight angle so that it w . > 
not reflected in the mirror ■ 
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In John Bliimeiitluil 

vice prt'sidcnl :,ind 
;iss,otia!e crealivc director, 
\UCairn-Kriclvson 






Creativity 



John Blumenthal came to McCann-Erickson in 
1962 after spending 10 years at Young & 
Rubicam. His last position at Y&R was asso- 
ciate copy director. An associate creative 
director at McCann, he is a graduate of Col- 
gate University, where he majored In English. 



■ It'.s noi very oi-ten you arc 
given the opportunity to be author 
tiiul critic, but wc weic asked to 
do a critique on the first hatch of 
Westinghouse conunercials thnt 
went on the air this February. 

As authors, at this juncture, wc 
are a httle sick of looking at our 
own words and pictures. As critics, 
we are perhaps a little harsh in our 
evaluation of the commercials be- 
cause they are our own, and we al- 
ways feel they could be a little bet- 
ter. I guess it is this feeling that 
makes you go on to the next job 
wiih hope. 

As authors, we got together last 
October writers, art directors, 
producers, all of us. Wc set forth 
an objective for each commercial 
and went about creating. 

We niigjit, now as critics looking 
back, have been happier if those 
commercials had been produced 
exactly as tlie\ appenred hack then. 



when they were simple and spon- 
taneous. But, as anyone in the busi- 
ness knows, that is not how the 
game is played. There come the in- 
evitable rounds of supervision, 
change, caution and compromise. 

Here, a bow to our client, Wcsl- 
inghousc. In the beginning they 
charged us with creating exciting, 
unusual commercials. In the case 
of Westinghouse, where each prod- 
uct has a fund of information to be 
transmitted, the creative latitude is 
lessened. But to the great credit of 
our clients, they were willing to 
resist adding points and they were 
willing to try something new, not 
for the sake of difference but for 
the sake of memorable selling com- 
mercials. 

When you create and produce 
commercials in batches as wc had 
to do in order to get Westinghouse 
on the air with their ample media 
schedule, n pattern usually develops. 
Some arc great, some good, some 
fair, and every once in awhile a 
clinker sneaks in. The spots you 
had great hope for may not realize 
their potential. It works the other 
way, too. A commercial that may 
have seemed fairly ordinary in 
script stage can come alive in pro- 
duction. 

One that looked good all the way 
was the commercial for Westing- 
house light bulbs entitled "Harry." 
The objective was to portray the 
fact that Westinghouse light bulbs 
last longer than other bulbs, which 
they do. Our solution was a light 
bulb which would never go out no 
matter how hard our hero, Harry, 
tried to extinguish it or how mam 
times Harry's wife, visible only in 
the background, nagged him, 
'"Harry, turn off the light." The 
total effect was everything we khevv 
it would be. A ineniorable, persua- 



sive commercial for an ordijMi:' 
low-interest product. And it 
as one Of the best that Scl 
ever tested, {This week B 
Schwerin.) 

As critics, our contmerei4l I 
Westinghouse Micarta did not If 
up to the lofty niche we had a 
corded it in tTie commercial haJj 
fame. Micarta is an extremely dl 
able surface best known for U 
as kitchen coumertops but te0M 
expanded into many other areag 
usage. Our objective was to & 
the name Micarta with WesiSTi 
house and show how durable i 
beautiful it is and the many 
it has, Our creative solution wfji 
musical treatment in which a pt 
young lass danced adraiUy frf 
kitchen countcrtop to desk t» v 
surface to table, tapping all t 
way. A good demonstration 
variety, durability and bcautj'* t 
when we cut intD closer shots «f t 
M'carta itself. Then where did 
fail? It's rather hard to pinpSft: 
Casting was excellent, pftdlJCTi 
slick, sets attractive. But put all 
gcthcr, the commercial did not hi 
that certain something that idkcs, 
out of the '"good" category itilo 1 
great. 

Admittedly, it is hard fBC > 
the reader to fully appreelate t 
commentary if yOu Itafe iwt s 
the commercials iii question. H 
ever, one mmt commercial f 
aur first batch descr\'es naeijti 
For the WestinghouK iBIiatTt- 
television set, P\ir ftbjectH'e 
to show that with other tv mm 
must wait 25 seconds to gel 
picture and sound while the \\' 
inghmise set comes on inanicJigj 
Our first thought was to iiM 
cut lechiiiquc to sIjow h&w « 
fun and cxciieiTOnt ym migW tt 
itr 25 .sccondss. But, 15 seconii 
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McCann-Erickson vice president recalls planning, 
production of Westinghouse commercials — 
"some great, some good, some only fair" 



aution, compromise 



'flcmcnl giKs In vcr\ quickly 
lul 25 scamtls of nothing sccnis 
hrce limes as long. So our solution 
,iis lo have our presenter turn on 
''Iniir' set, and set up the prob- 
.•fii b\ s;i\ing, "the average tv set 
1 use toJas takes 25 seconds lo 
/arm up." And then lie just stooil 
here waiting for the picture and 
ound to come on. I -or a full 25 
ansnds. It took a lot of guts for 
client to approve such a railical 
■si, of precious ci>mmercial time. 
3ui how could \ou more effective- 
V' ^ei up the problem? 



Our man then moved to a line- 
up of Westinghouse sets and turned 
them on in lightning sequence, ful- 
filling the siilution to the problem 
so dramaticalK established in the 
beginning. 

As \ou might have guessed, we 
liked this one. and perhaps the 
greatest gratification was that store 
traffic picked up considerably as 
a result of the commercinl. 

I here is a jo\ in this business of 
creating a good idea and seeing it 
live throughout all the necessar\ 
stages of supervision and approval. 



Of seeing it blossom as it giK"s 
along, of seeing it produced with 
skill and talent. Of seeing the final 
commercial and saving lo voursetf 
or to the gu\ sitting next to sou in 
the screening room, "it's no work 
of art, but it is a preltv exciting 
commercial. " 

Because anunie u ho works in 
this business knows that it is no 
art form but an art in itself. An 
exasperating, frustrating one, at 
times, one that can be tremendous- 
ly satisfying. And this is how it has 
been on Westinghouse. ■ 



DON KELLY: "Bigger picture, better job' 



■ Dn\ Ki L! \, a slender, energetic 
timebuver for Westinghouse lamps 
at McCann-l'rickson. doesn't ha\ e 
to worry about dieting to keep his 
weight down, in aildition to ail the 
routine functions of the timebuyer. 
he tries to seek out data on the 
client's product distribution, the 
merchandising of the broadcast ad- 
\ertising. competition in the mar- 
ket and the copy themes. 

"Some buyers never see or lienr 
the commercial they spend most of 
their waking hours placing. To 
know the copy theme of radio com- 
mercials is particularly helpful in 
determining the target audience \o 
select in radio. 1 he more the buyer 
kiunvs about the "big picture" the 
belter job he should do." Kelly 
says. 

In addition lo Westinghouse 
lamps. Kelly works on I rans- 
Canada Airlines. Simmons Uide- 
A-Hed and / imk maea/ine He was 



trained in media at Ted Mates after 
graduating from Boston College. 
He is a nati\e of New RiKhelle. 
N. Y.. and now li\es close by in 
Bron.xville. 

"When I request avails. I belie\e 
in giving the rep as much informa- 
tion as possible. The more the rep 
knows, the more tailor-made the 
availabilities will be ( or should 
be). For example, giv ing the budget 
will eliminate availabilities with an 
oplomistic 10 or 15 plan when the 
budget is really too slim to afford 
big plans," he says. 

Describing another policy . he 
says; "If time permits. I will re- 
ijuesi certain groups of markets, 
usu.illy the larger m.irkets or the 
difficult ones, to buy firsi to be due 
on a certain date, with the remain- 
ing markets due .it a later d.itc 
By staggering the markets this way. 
the av ail.ihilities do not beeouK 
stale." ■ 
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PREDICTION FOR 1964: 



This will be the local TV station's 
most popular program! 
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M announces the first comprehensive 
orogram to help TV stations, advertisers, 
agencies create new profits with video tape! 



^ovi, for the first time, local tv stations, 
ape producers, advertisers and agencies can 
gictrve real assistance in creating and produc- 
ig better-selling commercials on video tape. 

lire is a complete program that includes 
'Oth professional demonstration and refer- 
nee materials from 3M, maker of Scotch 
MjsND Video Tape. Local tv stations and 

!ipe producers will be able to offer expanded 
F®duction counsel and services. They can 
rroTide practical materials to help advertisers 
ake full advantage of video tape's pro- 
Hctian convenience and versatility, "live" 
•icture quality, and the speed, certainty, 
Mlbility that only taj^e can provide. 

s ifew of the new materials: A 25-minute 
iftonsti'atiwn tape shows production tech- 
liipgs, actual commercials, explains tape's 



benefits. The "Comparator," a pocket-size 
quick reference guide to the relative advan- 
tages of tape, live and film production for tv 
commercials. "The Television Producer," a 
deluxe 50 -page encyclopedic workbook of 
how-to tape production information. The 
program includes industry achievement rec- 
ognition, many additional pieces of helpful 
literature. 

Ready to let this program help you? Call 
your local tv station or tape producer. They 
have already received full presentations of 
this program, have many of the new 3M 
materials in their hands. 



[Tlagnetic Products Division 
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February Tv Billing Shows II Percent Upswing 



Network television net time and 
program billings for February, 
1964, show an upswing to the tune 
of 1 1 .0 percent over the previous 
February — with Saturday and Sun- 
day daytime scoring the biggest dol- 
lar volume percentage gain (35.6 
percent) and nighttime television 
the biggest dollar volume. 

According to the Television Bu- 
reau of Advertising, total network 
television billings (net time and pro- 
gram) in February, 1964, hit the 
$98.5X2.300 mark — almost $10 
million above the 1963 figure of 
$8X,785,500. 

^I'he Saturday-Sunday gain of 
35.6 percent (based on $7,75 1 ,700 
in estimated billings) contrasts with 
the Monday-Friday low percentage 
of 1.9 (based on billings of $17,- 
684,500.) Nighttime television con- 
tinues to be the leader in dollar 
volume with billings of $73,146.- 
100. And the nighttime percentage 



of 11.3 almost equals the over-all 
average of 1 1 .0. 

The combined January-February 
figures show a 9.3 percent jump 
over 1963 — with this year's total 
net time and program billings reach- 
ing $17,247,000. Again, Saturday- 
Sunday was tops in percentage of 
gain (26.4) and Monday through 
Friday low (2.2.) Also, nighttime 
continued as the heaviest dollar pro- 
ducer, with $147,976,900, or 9.9 
percent over February, 1963. 

The Television Bureau of Adver- 
tising reports gross time billings of 
$71,888,700 for the networks in 
February, 1964 — a drop from the 
January figure of $74,474,800. CBS 
recorded $29,117,700 in billings 
for January as opposed to $27,- 
716,200 in February. For NBC, 
it was $26,801,000 in January and 
$25,822,400 in February. And for 
ABC. $18,556,100 and $18,350.- 
100. 
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LOS ANGELES BY HELICOPTER 




Marfin S Fllesler (r), vice presicierK and general manager of HKJ Radio Los 
Angeles, and George R. Jeneson, Mldwes» vice president, RKO Broadcasting 
National Sales, prepare to take off for view of the L A. ma^l<et. Flights are part 
of new informational program conducted by the station to acquaint their sales 
representatives with the area. 



Corporate Identity 
Here for Toy Spots 

Toy adviertisers will spend md 
in advertising in 1964 and give mo\ 
cmpliasrs to corporate idenfi:t|!s 
marketing and industrial dief" 
consultant predicts. 

Traditionally large spenders 
television, toy advertisers co 
very well be planning tJie & 
money for tv. Mattef, the industr 
largest advertiser, and admiit*-L 
success^ful with the help of tv, 
be spending 25 percent more it 
vertising this year or '"substttntia 
over $9 million." 

Others predicting increases M 
percent or more in ad budgets %% 
Remco, Kenner, Tonka and Qu 

Television leads other factoif 
determining what toys cMl ' 
want, according to buyers at thfi' i 
cent American Toy Fair. Far If 
important, buyers said, are sillj 
interests, movies, family intfiif 
and children's magazines. 

The increase in ad spendin,|; p 
dieted naturally parallels a heaJt 
production scene. Sales at rair 
facturer level last year logged in 
$1.4 billion, with a 5 perceni 
crease projected for this year. 

New emphasis on individual C'Q. 
pany identity is part of the oxtr- 
shake-out and consolidation tafii 
place in the toy industry. sayS si 
Berni. president of Ala n Bi 
Assoc., consulting firm. 

"Say a company has five px" 
ucts," Berni points out. "It wiJLh 
start using each product's prft 
tion as a vehicle for establiij}' 
corporate identity. When a m. 
product comes along it gets a vj 
able buih-in association with 
corporate umbrella. Corporate ift 
tity could be important in tlifl 
revolution now underway," fe' 
reports. Noting that, about H 
firms dispjayed at the anjlUiil 
d us try fair. Berni predicts this; ni 
her will be halved in a few fs- 

But despite the fact that the nt 
bci" of companie-i mav ticciC 
according to the cons:ultan(„ t 
Americiin InvcMor est incites t 
toy industry will spend $25'Q % 
lion on expansion and moderni 
tion in 1964. Basic reasons (mi? 
Ill ism among toy firitis, the p*' 
cation saitl: more toy-age clrildn 
(61.6 million under 14). nr 
spending nWncy available iltig 
the tax eut. 
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NEW TWIST IN PRODUCT INTRODUCTION 




ifhing somswhdl off besi in this day of sophisticated marketing maneuvers is the on-sir 
Mch for Grape-Crush in the Minneapolis St. Paul «rea. Cwen Harvey (I) of WCCO TV inter- 
■wMd (l-r) Crush International's assistant sales manager Charles Cook, Minneapolis Bollling 
i supervisor Vern lowe and Crush district manager W. R. Olson. An extensive radio and tv 
edule accomplished 90 percent distribution in the market within the first two weeks 



OBdcast Promotion 
Bf Newest GF Coffee 

Cifncnil I-ooils' Maxwell House 
ision is planning to pour mil- 
t)s of dollars into radio and tv 
ihc introduction ol' Maxim Con- 
nlrated Instant Coffee, 
lire new soluble coffee u ill be 
yt-marketcil via radio. t\ and 
vi'spapers in Alban\ starting May 
supplemented by house-to- 
ifSe and mail sampling. If con- 
mer acceptance is good, distribu- 
^n should be expanded rapidly. 
, A significant breakthrough in 
oi processing. Maxim is the re- 
ft of many years of research and 
^villopnient in free/e-drying. This 
fthcxl has been employed with 
iiifcd success b\ several food 
•napanies in the processing of 
Me vegetables and fruits, fish 
k\ meats — but Maxim is the first 
fmftiercial free/e-dried coffee. 
Prices arc expected to be slight- 
higher than lor comparable si/es 
popular brands of established in- 
ni coffees and on the same level 
ground coffee. 

Penetration Nears 
*!f in Los Angeles Area 
The fifth in a continuing series 
research reports is out from 
B'H Los Angeles, and while it 
crs no startling information, ihh 
U the other reports provide up-io- 
c -minute glance at fluctuations in 
at important FM market. 



There are now 1.082.004 FM 
homes in Los Angeles and Orange 
Counties, or 46.2'~f penetration of 
the projected 2,342,000 total 
homes in the area. Where more 
dramatic growth can be observed 
is in the ownership of l"\I-ei|uipped 
automobiles, which now stands at 
I35,S36 families. And 2L3^r of 
F.M home-owners definitely plan to 
include FM in their next auto, while 
only of non-FM home own- 

ers have such intentions. Other 
highlights: 

Of FM families. 7cS.6'"f now own 
their homes, and 2 1 A'"r rent their 
homes, while only 58.7 of non- 
FM families are home-owners and 
4 1 .3'~f are tenants. 

FM reaches the predominant 
share of the older, decision-making 
heads of household; 5(^.2^r of those 
between 45-49; 50^r of those be- 
tween 50-54; and 58.4 '7 between 
55-64. 

A total of 68.5 ""r of owners, 
managers or professionals own F.M 
sets, as do 48.3 of clerical and/or 
sales workers. 

Only 22. 1 ''^ of those families 
with incomes under $5,000 own FM 
sets, while 77'~r of those with in- 
comes between $10-15.000. 76*"? 
of those with incomes between 
$15-20.000. and 80.3^? of those 
with incomes over $20,000 are f",\l 
set-owners. 

As in the other KCIUf reports, 
findings are the result of a public 
opinion survey conducted in the 



Los Angeles marketing area (los 
Angeles and Orange Counties) b\ 
the Los Angeles Poll, a subsidi.ir\ 
of the John M Kmglit Co. A total 
of 405 in-liome interv leus uerc 
completed in 50 raiulom selccteil 
census tracts during \o\ ember 
LK)3. 

Salada Moves to Carl Ally; 
Radio Still to Dominate 

.Salada I oods. of Woburn. Mass., 
currently devoting W percent of its 
ad\ertising budget to radio anil 
television, has named Carl Ally. 
Inc., New York, as agency for its 
entire line of products I he new 
billing, totaling between $2' 2 and 
3 million, puts Ally over the S5 
million mark 22 months after open- 
ing its doors. 

Bulk of Salada's budget is ear- 
marked for radio, but two nation- 
wide television buys are planned 
this summer for .Salada Ice lea: six 
prime time minutes on each of three 
networks, plus heavy local spot 
television across the countrs. 

The appointment covers the fi>l- 
lowing products: Salada lea and 
Tea Bags, Instant Salada I ea, the 
new Salada Instant Iced I ea Mix 
introduced nationally last year. 
Salada True Fruit Drinks, being 
introduced nationalK this year, and 
all of the Junket brands, including 
Junket Rennet Custard. Junket 
Rennet Tablets. Junket Danish 
Dessert, Junket Quick Fudge .Mix. 
Junket Freezing Mix and Sherbet 
Mix. 

Last November, Junket Rennet 
Custard was assigned to the Ally 
agency, followed a little later by 
the Iced I ea Mix product, and the 
latest appointment moves the rest 
of the Salada products under one 
roof. Previous agency was Hoag 
Pro\ andie, of Boston. 

EUE Honored at Film 

Festival in Brussels 

The only American producer 
honored at the recent Brussels F^ilm 
I'estiv al was Screen Gems-owned 
1:1 Mot. I'nger it 1:11 iot Commercial 
and Industrial Film Division. A trio 
of F.L'F commercials were cited in 
the festival's tv film eategorx ; a 
pair of min ute spots for Johnson iV. 
Johnson (^WR) and CampK'll Soup 
( BBDO). and a iwo-minuie Kiuiak 
commercial in color ( JW I ) 
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11 Buy Time Around 
N.Y. Mets Games 

WHN, flagship station for the 
New York Mcts baseball games for 
the first year, has hung an SRO 
around the entire 162-ganie regular 
season. The aetual games arc spon- 
sored by Rheingold Extra Dry and 
Brown & Williamson. The 1 1 adver- 
tisers buying surrounding positions 
are: Alcmite CD-2 Div. of Stewart 
Warner, King Korn Trading Stamps, 
Interwoven Socks Div. of Kayser 
Roth, Midas Muffler Shops, Mighty 
Atlas Brakes, Lanvin Perfumes, 
Herman's Sporting Stores, New 
York Journal American, DuPont, 
General Tire and Guardian Main- 
tenance Div. of General Motors. 



Network Billings Up 
8 Percent for January 

Continuing a steady rise, net- 
work tv net time and program 
billings hit $103,379,200 this 
January, up 7.8 percent over the 



$95,929,000 for January 1963, ac- 
cording to TvB. 

The breakdown is ABC-TV, 
$18,556,100; CBS-TV, $29,117,- 
100; and NBC-TV, $26,801,000. 

All day parts showed gains. Sat- 
urday-Sunday daytime had the 
highest percentage gain — up 17.5 
percent from the same month last 
year, while nighttime had the larg- 
est dollar increase — $74,830,800 
over $68,955,600 in January 1963. 



Triangle's 3-Way Split 

Triangle Programs is in the un- 
usual position of having the same 
syndicated package on three tv 
channels in the same market at the 
same time. 

The show is entitled Operation 
Alphabet and is designed as a 30- 
minute series aimed at teaching il- 
literates to read and write. In New 
York City, a large segment of whose 
population cannot read and write 
English, the series is currently being 
screened on WPIX, plus ETV and 
UHF channels 13 and 31. It's also 
syndicated on a non-profit basis to 
50 other markets. 
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SPONSOR HONORED AT JUBILEE FETE 




John E. Cain Co., whose mayonnaise, pickle and potato chip products have long been a 
farniliar sight to New England shoppers, is readying an extensive radio-tv campaign as part of 
the firm's SOth anniversary celebration. Company president Robert H. Cain (r) was honored at 
a Golden Jubilee fete in Boston, where Malcolm McCabe (1), secretary of the Massachusetts 
Retail Grocers Assn., presented Cain with a scroll citing outstanding contributions to the 
grocery industry. More than 1500 spots on nine tv stations are set, as well as commercials 
on all 32 Yankee network radio outlets, plus WTIC Hartford and WICC Bridgeport. Agency is 
Charles F. Hutchinson. 
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Pro Sports, Inc. Formi 
Representing Athletes 

Agencies, seem quite enfhusial 
about the newest o^ottief to the m 
mercials talent scene — Pro SpfM 
Inc. 

The brainchild of two yaui 
New York attorneys, Martin Blsrd 
man and R. Steven Arnold, P'tl 
Sports is a brand new New ygm 
based representation business 6] 
professional athletes in eommel 
cials and radio and tv programin] 
It's kicking off with 15 athls' 
under exclusive contract, incteditj 
Sam Huff and Sonny Jurgens 
and working agreements with rtiti] 
others. Ogilvy Benson & Matbcj 
the first agency to contract Wi[ 
Pro Sports for talent, just wrappi' 
up production on a 6O-se0c>i| 
taped spot (for an undisclast 
product) using four of the Minij 
sota Twins. And negotiations hi' 
been concluded with several otlj 
agencies, including BBDO, KenM 
& Eckhardt. Ted Bates, Bcntoti 
Bowles, and MacManus, John 
Adams. One of the rubber mM\ 
pany giants, about to spring a m\ 
sneaker shoe, is discussing tatel 
terms for a regional tv campgig 

On the media side, Blackra} 
says several Washington, D.C, sl;J 
tions are interested in Huff 
Jurgensen, both recently traded 
the Redskins, for radio 
sports shows. 

Pro Sports sees itself as paffic^ 
larly serviceable in the proeureniiffj 
of out-of-town athletes for agerilflti 
although it also represents ffri 
New York stars. A creative depa' 
ment is maintained to work w) 
agencies and advertisers on pronjl 
tion campaigns, packaging a 
premium merchajidising. 1 



Money Talks in TV Ad 
For Banking Foundatitarj 

Homage to local television it i'l 
ing paid by the Foundation 
Commercial Banks, tt is 
bankers to join forces for eoopei 
tive advertising campaigns u^;, 
the medium to promote the ^'f 
service" benefits of comniirclj 
banking. 

As a prodder, tlie foundifi: 
prepared a 15-minute film tiffl 
The Atlanta Story, which tells hi 
the five leading banks in that ,pj 
contributed $200,000 to S m 
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•iiiup.iigii (I) cJiicatc tlic public on 
i(,lvaiu:igcs coniiucaial Ixiiiks can 
iHcr. Oii-scrccn citiuinciits b\ fi\c 
i;ink cxcciiiivcs express the cn- 
hiisiasiu i)f (lie banks which coii- 
rihiiteil die cash lor the television 
-aiupaign. 

Spot IV coiiiiiiercials were pre- 
lareil for the Atlanta banks by 
iiiikl. Haseoiii it Boiiligli, the 
HiiiJation's ailvcrtisiiig agency, 
vliicli worked with John M. iViiice 
Villi io - Visual Presentations, of 
*hilailelphia. in preparing the film 
Itorl. 

Highlighted in the spots are 
'talking coins" — animated fea- 
11 res of Lincoln, Washington and 
L^riinklin discussing the benefits of 
[•full service" banking from their 
lei^igns on pennies, quarters and 
;llf-dollars. 



nsurance Firm Buys 
5Quthern FM Station 

Fidelity Hankers Life Insu ranee 
"o., Richmond. Va., has acquired 
A'FMV, Richmond's onlv FM 
tcreo station. 

Studios have been moved to the 
iietV tnsner's Fidelitv liuilding at 
HH)I West Broad St. Transmitting 
vith 73 kw, W'FMV carries news 
mil ciassicuK light classical and 
AM music from 6 a.m.- 1 a.m. 



ichwabacher Buys 
ICBS Election Package 

Schwabncher & Co., San Fran- 
liseo investment brokers, has pur- 
chased full radio coverage of Cali- 
brnia's June 2 primary election re- 
turns on KCBS Radio San Fran- 
fisco. 

The buy consists of at least seven 
|ivr-niinute broadcasts beginning at 
,25 p.m. and continuing every half 
iotir until the complete returns arc 

Sehwabacher has long been as- 
^^iated with news coverage on 
SS, having previously sponsored 
I ipt newscasts a week, in addition to 
iJlie elecUon returns package, Schwa- 
w^her has purchased a one-minute 
inniouucenieni schedule for 12 
sm-kf,. The .schedule of humorous 
'ommcrcials represents an innova- 
hm in investment advertising and 
w been favorably received by the 
)Ublic since its inception, April I, 
ht company said. 




TIGHT DEADLINE 

KCBS R;idio News Director Don .Mo/lev brings 20 years' worth of cool 
judgment, calm nerves to his task of distilling the day's news for S,in Fran- 
cisco listeners. From bomb tests at Bikini to Chessman in San Queniin, 
Mo/ley's list of exclusivcs would till a fat \ el low roll of wire-copy paper. 
Seven major awards last year lesiitied to the excellence of his loiighrmnded 
team of top newsmen. KCBS i\ the hrand-nan>e news in San I-rancisco 
I'eople are sold on it. So are sa\ ings banks, clothing stores, motor oils, aiitos 
and airlines. 

LIVE NIGHTLINE 

For an opinionated hour each wecknighi, the KCBS nighiline becomes San 
Francisco's hot line. Viewpoint listeners grind axes on such free-wheeling 
topics as "What's Happening to Morality?" Wheiher they'd ralher ban the 
bomb or bomb the banners. Viewpoint moderator Al Douglas gives each 
caller three minutes to tell San Francisco why. This high-impact pro- 
gramming IS two-way radio. It involves listeners, creates dv namic interac- 
tion—and delivers qualilv response to advertisers. 

Foreground programming molds opinions, delivers adu t response In San 
Francisco, the talk of the town is the buy of the town f(QQ^ RADIO 
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McC-E Big Buyer at NBC 

McCann-Erickson is in the sales 
spotlight at NBC-TV. The agency 
bought into seven of next season's 
shows on behalf of elient Hoffman- 
La Roehe and, via its Houston 
braneh. eontracted for Humble 
Oil sponsorship of a June 9 speeial. 

On the roster for Hoffman-La 
Roehe: Alfred Hiiclicock, Daniel 
Boone, The Virginian, Wednesday 
Nigh I at ihe Movies, That Was the 
Week that Was, Iniernalional Show- 
time and The Jack Paar Program. 

The French Army, scheduled 
from 10-11 p.m. on June 9, will 
trace events, beginning with World 
War I, that have reduced L'Armee 
Francaise from a political power on 
a world scale to a force of question- 
able influence even in its own coun- 
ablc influence in its own country. 

Hints Shift in Storer 
Executive Hierarchy 

Kenneth L. Bagwell, vice presi- 
dent and general manager for 
WAGA-TV Atlanta will move to 
Cleveland around June I as vice- 
president in charge of WJW-TV. 
Robert S. Buchanan remains as 
manager of Storer's Cleveland out- 
let, reporting to Mr. Bagwell. 

There were indications that Stor- 
er plans two-man executive teams 
at all its stations, which could re- 
sult in a great deal of top echelon 
shuffling. The hope, according to 
tv division vice-president Bill Mi- 
chaels, is to relieve "the tremen- 
dous workload placed on station 
managers, leaving more time for 
productive organization and ad- 
ministration." 

Associated with Storer as general 
manager of WAGA-TV Atlanta 
since February 1961, Mr. Bagwell 
was elected a vice president this 
January. Before joining Storer, he 
was national sales manager of 
WTVJ Miami. His broadcast career 
began at KOY Phoenix. In 1947 he 
joined the announcing staff of 
KXYZ Houston, and later became 
program manager for that city's 
first tv station, now K PRC- I V. Mr. 
Bagwell returned to radio as pro- 
gram manager of KXYZ. Four years 
later he returned to tv at WTVJ. 




Charles C. Barry 



W. J. Colihan, Jr. 




James WMkerson 



Y&R Promotes Three 

Charles C. Barry, William J. 
Colihan, Jr., and James P. Wilkcr- 
son have been named executive 

_ vice presidents 

at Young & Ru- 
bicam. 

Barry joined 
the agency in 
1959 in charge 
of program and 
talent in the tv- 
radio depart- 
m e n t, was 
named director 
of the depart- 
ment in 1961 and senior vice presi- 
dent the same year. Prior to that 
he held executive positions in ra- 
dio and tv with NBC, ABC, MGM 
and William Morris. 

With Y&R since 1936, Colihan 
has held key positions in several 
creative areas in the agency, in- 
cluding radio and television. He 
became a vice president in 1957 
and chairman of the Plans Board 
two Icars later. 

Wilkcrson came to the agency 
in 1940 in the media department 
and transferred to the traffic de- 
partment in 1946. He joined the 
contact department a year later 
and in 1953 was named account 
supervisor and vice president. He 
was appointed a senior vice presi- 
dent and director of the Interna- 
tional Div. in 1959 and the follow- 
ing year was transferred overseas 
as director of the agency's London 
office. He returned to this country 
in 1963 in charse of client services. 



Expect Coke to Hypo 
Broadcast for New Arm 

It's likely that the just-approved 
Coca-Cola merger of Duncan 
Foods will generate some more 
business for spot tv and/or radio. 

Marketer of Butter-Nut, Fleet- 
wood. Maryland Club, Admiration 
and Hucsiins coffees. Duncan has 



been spending under $1 
in spot tv. As an autonomous €i 
vision of Coca-Cola, Duncaii 
broadcast budget will probably b 
increased. 

The acquisition waK dcserit»i 
by Coca-Cola president J. Pai. 
Austin as a logical step in llii 
product diversification program ts 
gun in 1960 when Minute 
was acquired. 

Austin also outlined for a K 
cent board of directors meeting 
first quarter profit increase of 1 
percent. Net profit was $11.^ 
702, compared to S9.838,094 Fe 
the first quarter of 1963. ¥tvi 
quarter earnings were 86 cents % 
71 cents per share last year. 



H-R Warns Stations: 
'Go Color' or Lose Out 

Nighttime black and white pre 
grams, transmitted on a staliffl 
which telecasts color, do 44 p#i 
cent better in high-income color t 
homes than in black and while i 
homes. With color set penetrcftio 
expected to approach 5 percent ni 
tionally by the end of this ya 
this and other influences of caft 
on tv viewing become even nl£& 
important than before. 

According to H-R. which is ijf- 
ing all its stations to go to cqI© 
the advantage of a color progriii 
is likely to be in excess of a 
rating point. Coupled with tlfC tt 
crease in viewers per set in dol* 
homes, the effect of color will sjw 
be evident in ratings reports, a 
cording to the representative firtt 

Avery Gibson. \'icc prcsideiit 
H-R Facts Div.. reports in the H*-^' 
May newsletter on a special ps, 
force study of ARB diaries. Hijl 
lights, in addition to the above: 

Nighttime color programs gel 
82 percent higher rating in d/^' 
homes than in b&w homes. 

Nighttime b&w programs, traini 
mitted by a station which teJeea 
onlv in b&w, get 24 percent If 
audience in color homes tiitlH. 
b&w homes. 

Daytime color programs get 
56 percent higher rating in fd 
homes than in b&w homes. 

Daytifne b&w programs,, IiSit 
mitted by a station which tcleef 
only in h&vv. get 17 perccim t 
audience in color homes thim 
b&w homes. 
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I H&w piograuis, iraiisniiitcd on 
m staiion which telecasts coloi . do 
m) percent better in ct)k»r homes. 
I I here is tio ililfereiice in the 
rating ad\antage of t)pes ol color 
programs; all l\pcs ol color pro- 
urams secni lo attract the same 
■plus" in C(»lor homes; ct>k)r alone 
ippcars lo attract the cok)r aiidi- 
.•ficc, ll-R coucludetl. 



Ifoder New Media Man 
Qn Ralston Purina Account 




3:t»ji» Robinson David J. Yoder 



A shuffle in media supervisory 
(■^signmenls at Guild. Bascom 
knifigli, San I'rancisco, puts the 
lij broadcast spending Ralston 
*;arina account under the aegis of 
Jlkivid J. Yoder. 
' A newcomer to GBc^B, '^I'odcr 
most recently with Kiidncr and 
irpviously. BBDO New York. He 
;rkcs over media responsibility on 
"ht'x CereaK. Ry-Krisp and Hot 
^alMon from Diane Robinson, 
jVho's served the account for the 
v.mt year. She's been with GBc^B 
|t>r six years, will take over Forc- 
nast Dairies. 

Simpson and Jacobson 
Itation Reps Merge 

Station representative firms W'il- 
uinv L. Simpson X: Associates of 
ieattle and Portland's H.S. Jacob- 
oti & Associates have merged. 

The new company states it will 
Provide services previously avail- 
jh|.e only from major national rep 
irros. These services are: central- 
zed billings; a research dcp;irtment 
nd ci Nales development depart- 
' nerii. 

feoth Jaci>bson and Simpson have 
,'tten%ive broadcast backgrounds, 
'riror to establishing his rep firm 
fi 1956. Jacobson had been man- 
gel of KXL Portland for a num- 
lej of years. Simpson most reccniK 
m owner of KOL Seattle before 
oniiing his company early last year. 



Agency Billings Boom 
in East, Midwest 

I obaeco and liipior business 
helpcil to more ihan doulile bdhngs 
in the New "^'ork olliee of G.iid- 
ner Advertising in the past )ear, 
while perhaps \outhful enthusiasm 
iiKuc than an\ thing else should be 
credited with a 40 jieicent increase 
for the Mac.Manus. John A: Ad.ims 
Chicago operation established last 
Ma\.^ 

Gardner's track record iner the 
past 12 months includes the acipii- 
sitioii (»f American I obacco's cigar 
business and Carlton cigarets, and 
four products of the Brown-I'or- 
man line. C"oncurrentl\, the num- 
ber of employees in New ^'ork 
has grown from 90 in mid- 1963 
to appro.ximatel) 150, Both upbeat 
developments have necessitated a 
nu)ve to new t|uarters at 90 Park 
Ave., where Gartlner will occupy 
four floors o\ a new 5()-story build- 
ing. Ihc agency predicts a total 
agenc) 25 percent billing increase 
in 1964 from I963's domestic bill- 
ings of $50,792,000. 

Total billings of Chicago area 
clients have grown from $6 to $10 



million, and the \k\l.inii\, John tV 
Ad.ims si.ilf h.is increased from 
52 to 75 in its short lilctinic I he 
oflicc w.is sel up fi>lk>vving the 
acipiisition of the (let)rgi. H H.irt- 
nian agenc). 

MJiVA projects I'>64 l>illii)!is of 
*>65.O()0,OO0. 

Chirurg Ciirns, whah hilled 
SI 2.5 million List \e.ir, registered 
a 24 percent billings increase for 
the first cpiarter of l'i64 o\er the 
like perioti of IV63, an all-timc 
high quarter for the agenc>. 

ABC Worldvision Expands, 
Will Sell Haiti Station 

Haiti has become the 22nd nation 
in the ABC Worldvision Network. 

ABC International will serve as 
program purchasing agent and 
world-wide sales representative for 
'I cle Haiti, S.A., channel 5, Port au 
Prince, the only tv service in the 
4,000-set nation. 

Since there is a great deal of 
group viewing, it is estimated that 
there are 10 viewers per set. St.i- 
tion's broadcasting da\ runs from 
noon to 10 p.m. 




HAVE SOMETIIINC FOR SALE? 



Metropolitan Toledo, 41st m U.S. consumer spend 
able income,* is v/aiting to be sold WSPD Radio 
wins you the ears of Toledo's spend ng fam lies Get 
the do lar and cents facts on WSPO Rado's sales 
manship from your Katz man. 
V/hatever you have for sale, you can't afford to 




Ignore Toledo or WSPD. the No. 1 Rad o Stat on ai ' •> * 

the Nation's 44th Metropolitan Market *SROS 
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IE CHANGING 



Schick Campaign Set 

Broadcast will get a big slice 
of the "multi-million dollar ad 
budget"' allocated by Schick Safety 
Razor to introduce its new Dial In- 
jector Razor. 

The new feature is a dial with 
consecutive settings I through 8 
which enables the shaver one-hand- 
cdly to find the right blade expo- 
sure for any area of skin and beard. 
Wholesalers are getting shipments 
now and advertising breaks June 



General Foods Promotes 
Three Key Executives 

E. Burke Giblin, vice president 
and general manager of the Jell-O 
division of General Foods, has been 
promoted to fill the newly-created 
position of vice president-opera- 
tions group executive for this ma- 
jor broadcast advertising giant. Un- 
der Arthur E. Larkin, Jr., executive 
vice president - operations, he will 
share the responsibility for General 
Foods' domestic operating divisions, 
its Canadian subsidiary, and cer- 
tain staff functions that work close- 
ly with these operations. The Jell^O, 
Post, Kool-Aid, Institutional Foods 
Service and Distribution-Sales Serv- 
ices Divisions, and General Foods. 
Ltd. will report through Giblin. 

Martin L. Gregory, vice presi- 
dent and general manager of the 
Post Division, will succeed Giblin 
as head of the Jell-O Division, with 
M. C. Baker, assistant general man- 
ager of the Post Division, succeed- 
ing Gregory. 

Giblin joined General Foods in 
1946 at its Atlantic Gelatin plant. 
He was named general manager of 
the Jell-O Division in 1959. and 
elected a vice president of the cor- 
poration in I960. 

Gregory started with the com- 
pany in 1939 at its Post Cereals 
plant in Battle Creek. He became 
general manager of that division 
ill 1962. Later he was elected a 
General I'oods vice president. 

Baker was associated with the 
company's Maxwell Hi)use Division 
fioni 1954 until 1961, when ho 
became marketing manager of the 
Post Division. 




Harry Schachle 



Schachte Moves Up at 
J. Walter Thompson 

In his new post as executive vice 
president in charge of the New York 
office of J. Wal- 
ter Thompson, 
advertising vet- 
eran Harry 
Schachte will 
play a more im- 
portant part in 
the administra- 
tion of the agen- 
cy's $300 mil- 
lion - plus bil- 
lings. 

Well-steeped in broadcasting mat- 
ters, Schachte rose in the heavily 
tv-oriented Lever Bros, organiza- 
tion from advertising vice president 
to executive vice president, director, 
and member of the executive com- 
mittee. Thompson, which places 
over 50 percent of its total billings 
in radio and tv, is the number two 
agency among broadcast spenders. 

Schachte joined Thompson in 
September 1963 as executive chair- 
man of review boards, reporting to 
Dan Seymour, chairman of the ex- 
ecutive committee. 



New Hayes Theme for Tv 

The musical background for 
NBC's new animated "eagle" logo, 
which will be used on the network's 
1964 political convention and 
election coverage this year, has been 
packaged, on assignment, by Sonny 
Hayes Productions. TTie theme is 
stirring and martial — even though 



it only lasts for six seconds. Tb^l 
extensive number of tv plays duj 
to be given the NBC spot, howe>v.td 
is expected no make it the m@st*-l 
repeated theme on tv this year, afr'I'i 
cording to a Hayes spokesman. 



Rep Appointments 

The switch of KIMN DcnviMl 
from Blair Radio to Metro EfeaA 
Sales brings the latter's total list: 
eight. The Denver station, owngi 
by KIMN Broadcasting, John €| 
Hunter, president, is only the siE 
ond non-Metropolitan Broadcasting 
property to be repped by the fifrti 
The other is WDRC HartfOcd 
owned by Buckley- Jaeger Broad- 
casting. Selection of Metro RaMicj 
Sales followed screening of at \&m 
"a score of major national repa.' 
. . . George P, Hollingbery mi' 
take over representation of KGJPj 
San Diego . . . Roger Coleman tnfej 
will sell for WPEN (FM) 
delphia, both singly and as a 
in a 30-station fine music network 
it handles . . . Venard, Torlmt 
McCoitnell has been appointed b''| 
WTOD Toledo . . . Vie Pianw As^ 
soeiatcs is the new national repfg; I 
sentative for WRLP BrattlebocG" 
Vt., - Greenfield, Mass., - Keene 
N.H. Kettel-Carter continues , 
handle New England sales . . .Mid 
west Time Sales added two station 
for regional sales, KXLR Littli 
Rock and KFDl Wichita . . . B«i® 
Lowrance & Assoc is the ftg 
southeastern representative for 
UN radio and tv in St. PetcrSfetiJi 
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THE WORLD'S FAIR NOTWITHSTANDING 




This historic group is cJiscoising an exhibition in Dearborn, Mich., which ranks yi'ith ihf be 
at Flushing Meadow, at least from a nostalgic point of view. Greenfield Villag« and th* H*"' 
Fore) Museum opened a special exhibit honoring National Radio Month tailed "Talking BW ' 
Telstar." At the opening (l-r): Charles Snell, v. p., Detroit Bank $ Trust Co., whose bank sp».K«S8a» 
the first commercial program on WWJ in 1922; Donald Shelley, 0xe«. dir. Of the Miasiffttm afl 
Village, Brace Beemer, radio's lone Ranger; Al Hodge, The Green H6rne», and Williani B. Q««r*<ff^ 
WMT-TV Cedar Rapids, chairman of the tv board of the NAB. 
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g^ency Shifts 

Ci|iji|)l)clJ-KvMil<r\ Now ^'(»rk di- 
vi'Moii aaiuircil the Cornil W'od- 
iskay account, maker of Ber- 
ing Cigars. . . , r>(nlc Dane Ik'ni- 
*«ch picked up the Isodettes 
3iv. of International I.atex ef- 
sctive Juno I. . . . IlinuiuuiM 
Mar's big new account is National 
xstaurant Corp.. part of Riesc l-.n- 
■erprises which owns Calico 
Sltchcns. Childs. Cohbs, Richards, 
'niy Joy. Peter Pan and other 
fstaurant chains thrcnighoul the 
■oil n try. 

l)mKcr-Fi(/genil(l-Syin|)lc got the 
xmi from Minute Maid Div. of 
Coca Cola for its newly acquired 
ifaJ Gold Co.. maker of fruit 
Jrijik concentrates . . . '/akin Co. 
rpptiinted to handle Broadcast Mu- 
41 Inc. (BMI). music licensing or- 
'anization. 

r'wIlcT & Smith iK; Ross has been 
ippointed to handle the Helene Cur- 
is new consumer product. Ouick- 
Care hair conditioner; will also be 
issigned other Curtis products, now 
inder development . . . Don Kem- 
pcc Co., New York, to handle air 
I onditioning division of Anierican- 
■standnrd . . . Mojiiii Williams 
sijlor appointed by Econo-Car In- 
ernational. 

McCanii-Kricksoii takes over ad- 
vertising account of Continental 
•VirJincs. JWT has liandled the ac- 
ount for the last seven years . . . 
Vraiifiiick-Mcden ha<; been named 
he advertising agency for Consoli- 
aled Mutual Insurance Co. Billings 
0 total $ I 50.000 this year. 

CQurpton to handle advertising 
t>r Victor Fischel Sc Co.. national 
ilislributors of Carstnirs Whiskey 
ifitl Wolfschmidt Genuine \'odka. 
•ffective July I. when companv 
ca¥cs PK^iL. Combined hillings for 
he two brands reportedly in excess 
vf $2 million . . . RnmriJI Co. to 
vandle advertising and marketine 
or Casual Sportswear Co.. New 
<%rk, manufacturers of men's and 
s slacks. 

Kj>irtyon & Eckhardt has been ap- 
3inted the ad agency for Prince 
, Kcaroni Manufacturing Co.. Lo- 
vell. Mass.. an American producer 
Italian foods. Growth in distri- 
bution and in product line de- 



lu.nided the resources of a luitional 
advertising ageiic), coinp.in\ presi- 
dent said. 

Khiii->'aii I'ietiTsoMi-Diiiilap. ihc 
new agency for A O Smith Con- 
sumer Prtnlucts Group, effective 
June 1 5. Grant Advertising has 
handled the account since 1960. will 
continue to handle the conip.ni\\ 
Harvestorc Products . . . SIuiIIct- 
Riibiii Co. now agency for Jack 
Pousi & Co. and Distillers Stock. 
U. S A. Ltd. Agency will handle 
nationally distributed Stock brands 
of vermouths, liqueurs and bran- 
dies. 

Reach. McCliiiton X. Co.. Chi- 
cago, to handle Vandcrc<iok & Sons, 
a manufacturer of reproduction test 
presses and allied proofing equip- 
ment . . . RiitJedge Adxcrlisiiig Co, 
to he Hofman House national 
agency. Client manufactures steaks, 
tamales anu other products now in 
the development stages. 

.lohiistonc. Inc.. has been chosen 
to handle all corporate advertising 
for The House of Cassini. a ncwiv 
formed corporation consisting of 
licensees who will market their 
products nationally fsome interna- 
tionally) under the House of Cas- 
sini. 

'led (Jotthcif Associates was as- 
signed by Whitehall Laboratories 
Div. of American Home Prtxiucts 
to ha ndle a new proprietary drug 
product. . . . Wilson. Ilaight 
NV'clch. Hartford, has been ap- 
pointed by Petroleum Heat and 
Power Co.. Stamford. Conn., a user 
of radio . . . Klaii->'an Pietcrsom- 
Dniihip. .Milwaukee, will handle 
the newly formed Ionia (Mich..) 
Div. of Dow Smith, a corporation 
jointly owned by Dow Chemical 
Co. and A. O. Smith Corp. Ionia, 
manufactu rer of glass-fiber-rein- 
forced plastics, recently received 
a contract for the assembly of the 
Corvette automobile plastic bodies 

Stern. U'allcr iK; Siinnions. Chi- 
cago, is taking over the Orchard 
Hill Farms Candy Co. accou nt. 
prev iously handled b\ Herbert 
Baker Advertising. . . J. M. 
.Mathcs named by Lamm Brothers. 
Baltimore, manufacturers of Glen- 
eagles raincoats. 



Are you 
our man 

in the 

SOUTH? 

Ours is a prestige firm sell- 
ing to tv and radio stations 
— especially managers. 

We need a man who can 
talk broadcasting and 
knows the south. We need 
a man who exudes respect 
and confidence. 

We need a man who en- 
joys contact at an impor- 
tant level and can close a 
sale. 

We need a man who likes 
to travel. Drop us a line if 
you're that man. All replies 
in strictest confidence. 

Box 201, SPONSOR, 
555 Fifth Avenue, 
New York 17 
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ADVERTISERS 

Michiicl K. Carney named ad- 
vertising manager, Spceial Produets 
Div. Nabiseo National Biseiiit Co. 
Prior to joining the eompany in 
IV 63 he was with Curtis Publish- 
ing Co. 

iS'oniniii Ness eleeted exeeutive 
vice president of International Mill- 
ing Co., jMinneapolis. For the past 
10 years he was viee president in 
charge of grain operations and 
most recently in charge ol' research 
and rinancc. 

(iene F. I'iz/ato named Gilt 
Stars division sales manager for 
Arizona, New Mexico and West 
Texas. Formerly he was export di- 
vision sales supervisor for Pillsbury 
Co., Minneapolis. 

IMorris Weiiistein named New 
York branch manager for United 
Artists. Previously he was branch 
manager for the Detroit office. 

Donald lUirr joined Yardley of 
London as vice president-market- 
ing. Formerly he was vice presi- 
dent of Rayctte, Inc. 

Jac Thall appointed manager of 
Columbia Pictures. He was for- 
merly copy chief and creative di- 
rector for the entertainment divi- 
sion of West, Weir & Bartel. 

W'ah Chin elected president of 
Dulany Industries. He headed the 
investing group which formed Du- 
lany Industries in 1961. by com- 
bining Atlantic t una Co. and Du- 
lany Foods. 

.loscpli Noonnn joined Falstaff 
Brewing Corp, as merchandising 
manager. Prior to joining Falstaff 
he was a partner with a St. Louis 
food brokerage company. 

iVrnohl I). Lovctl and Bornard 
J. Ihuih appointed directors of na- 
tional sales and sales manager, re- 
spectively, for King Korn Stamp 



Co. Lovett was formerly sales man- 
ager for southern division and Han- 
ly for the northern. 

Allen MacKen/ie named director 
of advertising and public relations 
for United States Plywood Corp. 
For the past two years he was di- 
rector of public relations. 

Roland .1. Kalb appointed group 
vice president to head electronic 
home entertainment and special 
produets division of Jcrrold Corp., 
Philadelphia, which acquired Pilot 
Radio Corp.. Harman-Kardon, Inc. 
in 1962 and 1961 respectively. 
Prior to joining Pilot he was group 
vice president for Fairbanks, 
Morse & Co. 



AGENCIES 

Richard Bittner joined Street & 
Finney's account group to handle 
Colgate brands. He was formerly 
with Bristol-Myers. 

Robert M. Oksner joined C. J. 
LaRoche as vice president and as- 
.sociatc copy chief. Previously he 
was vice president and copy group 
supervisor at Dohcrty, Clifford, 
Steers & Shenficld. 

(lilhert Z,ako\v appointed account 
executive in the Pharmaceutical 
Div. of Shaller-Rubin Co. Previous- 
ly he was with Sudler & Hennessey, 
Erwin Wasey, Ruthrauff & Ryan. 

.lonis Cold, vice president-associ- 
ate creative director of J. M. 
Malhcs, Inc., appointed creative 
head for the agency. (Jal)ricl Mas- 
sinii appointed vice president-copy 
reporting. 

Kdwiird I", l-'lynn, viee president- 
director of music services, named 
senior viee president of Lennon & 
Newell. He joined the agency in 
1952 as radio-t\ director. 

All>erf Henry Kalk, Jr. named 
senior \ ice president of Conipton 




Albert Falk, Jr. Arthur SawyMt' 



Advertising. Since joining tha 
agency in 1957 as a marketing ex- 
ecutive, he served as manager, vice 
president and as director of thf 
Market Development Dcpt, 

Arthur W. Sawyer joined Fred- 
erick E. Baker, Advertising, Seattle, 
as marketing and media dircctof. 
Previously he served at. Johnson & 
Lewis Advertising: Garfield, Hoff* 
man & Conner, Young & Rubicam,, 
San Francisco: Media-Data Ccnfcr,., 
Los Angeles and New York. 

Henry Seiden appointed vice* 
president-creative director of Mii^- 
Cann-Marschalk, New York. 

Arthnr L. Iger appointed accouot 
executive of Cunningham & Walsh, 
New York. Formerly he was mar- 
keting consultant to the groceff 
produets industry and dixcetDr of 
marketing for the American Kitch- 
en Products Co. 

Alvin N. Siirasohn appointed as- 
sociate director of creative service* 
Kenyon & Eckhardt. New Yorfe 
Since joining the agency he servct 
as copy supervisor, creative directfii 
of K&E, Los Angeles, and mOfil 
recently as creative group hcffd, 
New York. 

Charles Fryer, .lames K. Makri- 
aiies and Robert H. Walsh namd 
\icc presidents at Young & Rubi- 




Edward Flynn A. N, Sar*s.ftbr 



mm. 






Chafloi Fryer 



Robsrt Wdlih 



J K. MsCauley 



Ed Hum 



cam. Since ji>ininii the aiicncN in 
|')53. I'rvcr served as an account 
executive and nierchandisinL! man. 
Makrianes joined ^\^K in 
and most recently served as an 
acci>unl executive. Walsh served 
most recentl) in the Contact Dept. 
since joining the agencv in 1952. 

iVIi'Uille A. Oinner, R. (Jleriii 
V^ihuotli and Mrs. Ikibcttc .Itickson 
.faiiiiiicr appointed \ ice presidents 
df Dancer-lMt/gerald-Sample. Inc. 
I Conner u as associate director of 
Kadio-'l v. W ilmoth has been as- 
sociate media director and Mrs. 
Sonimer served as associate re- 
search director. 

RicJinrd A. Bocjie joinetl Cole & 
Weber as director of media and 
market research, headquartering in 
Portland. I'ormerly he was media 
director and account executive foi 
McCann-lirickson, Portland. 

Jiihii I"'. M«her named acci>unl 
executive at West. Weir i^e Hartei, 

Hew York. For the past three years 
he served as national news editor 
of "Billboard." music trade publi- 
cation, and as supervisor of all al- 
' bum and record reviews. 



Siisan Kjclllicrji joined Kcnyon 
tS: Eckhardt, New ^'ork. as a copy- 
wfiler. She was formerly with l<i>ss 
Inc.. Detroit. 



Uimes I). Sloncr and Dean Kiit- 

ctera joined Robert Otto-lntam. 
"^evv York, as account executives, 
fit^ner comes to the agency fri>m 
J. Walter I hompson. where he 
served as an account executive. 
Kutchera was with Wning t*^; Kubi- 
cam for the past four vears us ;in 
it'count executive. 

.leue* Ihiwlej named vice prcsi- 
ftjent and account supcrv isor at 



l-isaniaiK Johns \ Laws. 1 os An- 
geles. Prior to joining the agenev 
in 1 9(i 1 as an account executive, 
he served as an assistant account 
executive at HHI)( ) and as an ac- 
count executive at Hal Stebbins. 

Sliervviii >V assernuiii, associate di- 
rector of research at Ogiivy, Hen- 
son .Mather, elected vice presi- 
dent. He joined the agency in 1963. 

Cvnv II. Saniiiclsen joined Clin- 
ton n. l-rank. Inc., as account su- 
pervisor. Previously he was with the 
Sunbeam Corp., where he handled 
marketing and sales promotion for 
the appliance and garden tools di- 
V is ion. 

Walter Kiii«; appointed account 
manager of Edward H. Weiss 
Co.. i.os Angeles. He was formerly 
vv ith Street «.^: Finnev and William 

i^Aty Co. 

lU-nuird L. Hav miller appointed 
art director and production man- 
ager of Marlowe W. Hartung Ad- 
vertising. Lancaster. Pa. PreviousK 
he was art director and production 
manager for W illiam IL Kamp 
Auencv. Lancaster. 



TIME / Buying and Selling 

.Icroiiie K. McCaiilev named lH- 
rcctor of spot radio sales develop- 
ment at the Kat/ \gency. I le has 
been with CI5S Radio and W CHS 
New York. SfHU Sales at ABC and 
an accmint executive at I i-R Re pre - 
sentativ es. 

Jiulv Anderson, key timebuver 
for McCann-l-.rickson. named ".Ad- 
vertising Woman of the ^ear" by 
Women's Advertising Club of De- 
troit at a recognition luncheon at 
WW/ Radio Detroit. 



James L. Perahi- and Donald A. 
Stork named media supervisor and 
media buyer, respectivelv. at (iard- 
ner Advertising. St. Louis. Per.ilv 
joined the agency in 1959 as niedi.i 
assistant. Stork was fornierlv with 
Lvnch Advertising Co., St. Louis. 

limit formerly of CI C I - 
'lA'-i-M Montreal, joined the tele- 
vision sales staff of X'enard. I orbet 
i^: .McConnell, New ^'ork. Prior to 
his sojourn in Canada he s(XMit a 
number of years w ith Stor/ stations 
in the I'.S. 

NMIIiain T. Can lev joined the 
New York television sales staff of 
the Kat/ \gency. He comes to the 
rep house from George P. I iolling- 
bery Co. 

Rolierl L. Schiiessier promoted 
to office manager of Edward Petrv 
i^c Co.. St. Louis. He joined the 
company in 1 960 as a t\ s.ilcsman. 

.\. (Jradv Ik-rr} joined the s.des 
staff of George P. Hollingbery Co., 
Atlanta. I le comes lo Hollingbery 
fr(nii Clarke Hri>vvn Representa- 
tives, Atlanta, where he served as 
V ice president and general man- 
ager. 

Peter K. Scott app*>inted associ- 
ate broadcast media director of 
Chirurg A; Cairns. New >\>rk Dur- 
ing the past three \ears he was 
soci.ited w nil Roger O'CiMinor, 
Inc.. Holliiig Co and kat/ \geiK v 
Prior to that he was a tiniebuver 
w ith L\>oie. Cone iV Hekling. and 
an assistant limebuver with led 
Hates and Di>liertv . Clifforil, Ste^ tn 
iV Shenfield. 

Don Stalev retired from iIk iv 
sales staff of Kat/ \ecne\. \^ w 
York \lter a lliree-nionih v .le.i- 
lii>ii, he w ill KciMiie assist.uU n.i 
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tional director ol Recording lor 
the Blind, a non-profit organiza- 
tion that furnishes free recordings 
of text books to bhnd students. He 
joined Katz in 1947 as manager of 
the San Francisco office, and ten 
years later moved to the New York 
office where he handled accounts 
for the Ted Bates agency. 

Marly Brown transferred from 
Adam Young's New York television 
sales staff to Young's Chicago of- 
fice. Prior to joining the company 
in 1963 he sold tv time with Roger 
O'Connor, New York. 

Aubrey Holinaii and Richard J. 
Waller joined the sales staff of 
Television Advertising Representa- 
tives, New York. For the past three 
years Holman was assistant sales 
manager for KYW-TV Cleveland. 
Weller comes to TvAR after two 
years as an account executive with 
Metro Television Sales and Times 
Mirror Broadcasting. 

Cierald .1. McCavick, Jr., ap- 
pointed sales account executive for 
Metro Tv Sales, New York. For 
the past three years he served as tv 
account executive for Venard, Tor- 
bet & McConnell. 



TV MEDIA 

JacJv Roborf.soii appointed direc- 
tor of photography, news and spe- 
cial projects at WLWT Cincinnati. 
Prior to joining WLWT's documen- 
tary department in 1963, he was 
president of the Cincinnati Film 
l^ab. 

ICd Sierer, Pacific Northwest out- 
door sportsman, named outdoor 
editor for both KING Radio/ TV, 
Seattle. He comes to KING from 
KOMO-I'V, where he served as 
news cameraman and chief pho- 
tographer for "Expedition North- 
west." 

Bob iVIcC()iia}i;lo, WHN New 

York, elected assistant secretary 
of Radio N e w s r e e 1 Television 
Workini^ Press Assn., New York. 



.lim Cash, 1st vice president, 
WNEW New York, and McGon- 
agle are the only two independent 
station newsmen elected officers. 
Other officers are: Ed Silverman, 
ABC News, president; Bill Beutcl, 
ABC News, secretary; Irving Heifz- 
ncr, ABC News, assistant secTC- 
lary; and Richard Milbaiicr, News- 
film, treasurer. 

Al Proycr appointed western sales 
manager for Spanish International 
Network, Hollywood. He was for- 
merly account excculive with 
KTTV Los Angeles, and most re- 
cently served as director of mer- 
chandising and promotion for 
KMEX-TV Los Angeles. 

Martin Kessler appointed editor 
of "Stand By" and director of pub- 
lic relations for the American Fed- 
eration of Tv and Radio Artists. 

John S. Hayes, chairman of the 
executive committee of The Wash- 
ington Post Co. and president, 
Post-Newsweck Stations, elected to 
the board of trustees of National 
Urban League. He is licensee 
of WTOP-TV/R Washington and 
WJXT-TV Jacksonville. 

Kenneth R. Croes, named sta- 
tion manager of KERO-TV Bak- 
ersficld. Since joining KERO-TV in 
1946 he worked in various pro- 
graming and sales capacities. 

Mark Forrester named general 
m a n a g e r of WHCT Hartford, 
Conn. He has been in charge of 
research for the RKO General sub- 
scription tv test since 1962. 

Stanley J. Cole named business 
manager and assistant to the sta- 
tion manager at KRON-TV San 
Francisco. He comes from WBAL- 
TV Baltimore, where he was op- 
erations manager. 

William Froiig appointed execu- 
tive producer of dramatic pro- 
grams. CBS-TV, Hollywood. He 
was vice president in charge of pro- 
graming for CBS Radio. Holly- 
wood, in 1956. and moved into iv 
ill 1957. 

C h a r I e s R. Saiiford named 
WGAN-TV Portland news chief; 




Charles Sanford 



Henry A. Gale appointed assistafl' 
director. Prior to joining WGAf«j 
as an announcer in 1952, Sanfofij 
was a staff announcer with WGD1, 
Bangor. Most recently he was px9^ 
gram director for the station. Gal 
joined the staff in 1961. 

George Stern retired as vfl 
president of Revue Productions. Hi 
is one of its three founders, will 
Karl Kramer and Dick Irvlrrf 
After joining MCA in 1946 as m 
agent, he moved into radio prodflc 
tion and later produced the pilot 
Revue's first series, Srcirs 0-W' 
Hollywood. After producing ses 
eral other series, including ^/*| 
Carson, Chevron Theatre and Well 
Fargo in color, he moved into exefg 
tivc vice president duties within tjii 
organization. 

Malcolm I). Potter joined 111 
promotion department of WPRSl 
TV Providence. He came to tht\ 
station after completing six morftl:' 
active duty training under th: 
United States Coast Guard Rescrv'J 
Program. Previously he spent 1 
months with McCann-Erickson. B'l 
replaces Bon Petersen. 

James W. Hardiuian appoir 
CBS-TV director of press infbnrii 
tion, Hollywood. Most recently I 
was director of radio/tv promoti 
for the Walt Disney organizatis^ 

Anthony C. Battaglia, Jr., q 

pointed sales repriisentntixie 
WGR-TV Buffalo. Fornierly 
was on the sales staff of WMfi 
Syracuse. N.Y. 

Philip Mecgener nppointt^d Iffc* 
eral sales manager for \VEEK-T' 
and WEEO-TV Peoria and h 
Salle, 111. Mcrgencr was forrtlit 
sales manager for UA-T\^, CIS 
eafio. 







E. Rlahey Harris 



Jim Djvi^ 



Robert Cooper 



T C Dcnhduier Jdmet Graven 



Henry WiUon 



iADIO MEDIA 



J£, IJIaiio lliirri's. appointed gcn- 
r«,l s;ilcs manager ol \S IMX Neu 
;'wk. Since joining the station in 
1^352 as an account executive he 
nis served as program sales niaii- 
rger for the last lour yetirs. 

Jim Davis promoted to program 
hii'f of WB r Charloiie. Formerly 
,ie was assistant program manager 
)( the station. He is replacing Wade 
it, Clair who resigned to take a 
x>t with the National Aeronautics 
md Space Administration. 

i)f. IVaiik Stanton named rccipi- 
ni of the Architectural League of 
se>v York's Michael I'riedsam 
.kdal. He is president of CBS, 

llrs. Arjnric Herniont named 
iromotion manager for WMAL 
iajio Washington. Since nuning 

' Washington in 1957 she served 
_s a free lance publicist with fash- 

>n, industrial and publishing ac- 
panls. Previously she was asso- 

i-ated with Macy's, Krie 
jtcs, as an account e\ecuii\c 



' Fjiiil J. Cas.sicly promoted to as- 
Hant sales manager at KDKA 
,it;tsburgh. Formerly he uas assist- 
^, '< ot sales manager of the Pitts- 
ijrgh Hilton Hotel. 

Kitbcrt li. Uiemacki appointed 
|j -Mjtal sales manager for KEX 
j ortland. Ore. For the past three 
if:ir* he served as account e.xecu- 
^H^.\^? fiir AM Radio Sales. Neu 
1 (wk.. 

Alei l)ayl>r«ik appointed direc- 
T of special e\cni^ and executive 
"^^ I "©diicer of New ^'ork World's 
. ' ar programs for WF\'D-AM-FM 
,^ cw York. He uill produce live 
lib programs from the Fair. 



AssOCI- 



K(>l)crt II\ans Cooper, general 
manager of WSM Nashville, elected 
to the board of directors of WS.M. 
He joined the station in 1957 as 
sales manager. 

John C Stilli appointed to the 
Joint State Government Commis- 
sion I ask Force on Penal Institu- 
tions. He is manager of WI-BG- 
AM- 1 A' Altoona-Jolinstown. 

Dick Turner appointed sales 
manager of KOOL Phoenix. For 
the past fi\e years he was a radio 
and television sales executive i n 
Phoenix. 



SYNDICATION 
& SERVICES 

Ivan Cenit appointed manager 
of Latin A merican sales for Twen- 
tieth Ccntury-l-'ox TV. I'ormerly 
he was southwestern sales manager 
for Desilu Sales, and prior to that 
was with Magnum Television. S.A.. 
in Latin America. 

Theodore C. Donhanscr, James 
J. (I'raven and Henry II. Wilson 

appointed Midwest regional man- 
ager of audio-\ isual (AV) sales, 
manager of A\' industrial sales, 
and audio-visual sales engineer, 
respectively, of Bell & Howell. 
Chicago. Prior to joining Bell 
Howell in 1960 Don ha user was 
district manager for B&H con- 
sumer products in Salt Lake City. 
Prior to 1956 Graven u as director 
of audio-visual sales for Ampro 
Corp. and purchasing agent for 
.Motion Pictu re Engineering Co. 
Wilson came to MScH in 1 957 from 
Ampro Corp. u here he served as 
national service director. 

riarr) Heller, Mchin Prince 
named study directors and Farl 
Carroll. Warren Smith and Steven 



I.eilxivvit/ appointed assistant study 
directors of Markel-Iacts. New 
York. Prev iously I leller was proj- 
ect director tor special studies at 
Ted Bates. Prince came to the 
firm from Brandeis University 
where he was faculty associate in 
research. Prior to that he was a 
member of the operations research 
staff at M iV: M Candies and re- 
search scientist With Public Serv- 
ice Research. 

Larry Span^Ier appointed ac- 
count executive for Independent 
I elevision Corp. He was formerly 
general manager for Fd Allen F.n- 
terprises. 




Rep P»lry 



SHEARING SQUAD' Wtierr 
do sheep go t@ ge* f h^aif 
The Bah Sah ^hop 

7wfff.tv Wh»®lin9 
AROUND THE HOUSE E.»rv 
^omiin ni-eds the protect ri 
of a strong man »Vho «l6e 
can 5i®ady a ^tep-lsdder wh 1^ 
the pairits <e ■ ngs? 
Wheei:.i9 wfrf-l» 
EDUCATIONAIS' Teacher "Before we beg n 
this findl eaam. are there srtv Q est o^-il" 
Student "Yes, what's th^ name of th ^ 
course?" 

wtrf-tv Wheeling 
VEASURABIES' Women come n four > les 
thtn, medttjm, plump, And 9et a to^sd of h^r 

Wheeling wirf.tv 

SEVEN DAY SINNER lady par. sh oner to 
mintster, 'Reverend, ?n't t smful 5h§- v*/av 
my husbisnd play* 9o!f rvery Svnday srjorrt 
sn^?" The good minister rep ed ' The k nd 
of golf yowf husband plays 13 s nf I ©n ^»ny 
day " 

wtrf-fv Wheeling 
OVER GOlf ED? laiet are tust I > » go ' 

you drive your heart out for th$ green 
then end up in the hol^ 

Wheeling wfrf.fv 
KOOK OUIING' The back yard chef 
operating a manual rot ster « t rn n^ 
crjnli round and round. barbfl»< r>9 a chc^em 
A drunk watcH rvg from the s dev^a • f na' v 
said, "I don't wan? to bv<5 ya d-^id ' 
your music's stopped ar^d yo^ur mo '»ey s 
fire " 

wtrf,l» Wheeling 
AORTH VORTON S lo mprove » e I *v r 
of salt, spr n^^'e on a iterrr^e n 

Wheeling wtrf-tv 
DOING WHAT COVES NAT CSAilY s a 
priv e9e SVTf?F T V en vs tr 

your spot cjmg>^ 9 s t t*-e 53^ 3O0 T 
Homes n the ^*»hee r>g S?e b^nv m 
area Yo^jr P<§^ry r^an ■ ^ 6<j v e<t ws^ 
Wh^elin^'^ sud ence to do yovr b dd '^<f 
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MAY 

Salts (& Marketiii}; l-Ixecutivcs-Iiill., 

convention. Palmer House, Chieago 
(to 20). 

Wusliiiiytoii Advertising Club, Ra- 
dio Day, RAM's Edmiiml Bunker 
main luneheon speaker, Presidential 
Arms (19). 

Los Angeles Advertising Women, 
18th annual presentation dinner for 
"Lulu" trophies to western advertis- 
ing and pubieity women, Hollywood 
Palladium (21). 

Washington State Assn. of Broad- 
casters, eonvcntion, Hilton Inn, 
Seattle (21-22). 

Ohio Assn. of Ilroadcasters, spring 
convention, Commodore Perry Hotel, 
loledo (21-22). 

North American Ilroadcasters Idea 
Hank, third annual convention. Holi- 
day Inn, Evansvillc, Ind. (21-23). 

Ahibania Ilroadcasters Assn., spring 
convention, llroadwater Beach Hotel, 
lliloxi, Miss. (21-23). 

South Dakota Ilroadcasters Assn., 
convention. The Plains, Huron (21- 
23). 

Association of Ilroadcastiiig Lxecii- 
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tives of Texas, annual awards ban- 
quet, Dallas (22). 

Lonisiana-Mississi|ipi AF Broad- 
casters Assn., annual convention, 
Jackson, Miss. (22-24). 

Southern California Broadcaslcrs 
Assn., annual outing. Lakeside Coun- 
try Club, Toluca Lake (25). 

Kniniy Awards 16th annual telecast, 
Music Hall, Texas Pavilion, New 
York World's Fair, and the Palladi- 
um, Hollywood (25). 

Catholic Press Assn., convention, 
Penn-Shcraton Hotel, Pittsburgh (25- 
29). 

Art Directors Club of N.Y., awards 
luncheon, Americana Hotel, New 
York (26). 

Visual Communications Conference 
(Art Directors Club of N. Y.), Nf" 
York Hilton (27-28). 

American Research Merchandising 
Institute, Del Coronado, San Diego. 
(3 1 -June 6). 



JUNE 

Technical Assn. of the Graphic 
Arts, convention, Webster Hall, Pitts- 
burgh (1-3). 

National Visual Presentation Assn., 
"Day of Visuals," Commodore, New 
York (4-6). 

Marketing Executives Club of New 
York, convention. Radio City. New 
York (4-7). 

Advertising Federation of Amer- 
ica, 60th annual convention, Chase- 
Park Plaza Hotel, St. Louis, Mo., 
(7-10). 

International Advertising A.vsn., 
16th annual world congress, Waldorf- 
Astoria, N. Y. (7-10). 

American Academy of Advertising, 
annual convention, Chase-Park Hotel, 
St. Louis (7-10). 

Special Libraries Assn., 55th eon- 
vcntion of advertising and publishing 
divisions, Sheraton-Jefferson Hotel, 
St. Louis (7-11). 

Intl. Radio & Tv Society, first 
Legion of Honor presentation din- 
ner, at Waldorf-Astoria Hotel. New 
York (8). 

Non-Sectnrian National Bible Com- 
ninuications Congress, Sheraton Park 
Hotel, Washington, D. C. (10-13). 

Mutual Advertising Agency Net- 
u»)rk, national business meeting, Bis- 
marck Hotel. Chicago (11-13). 

(Georgia Assu. of Ilroadcasters, 29tli 
annual summer convenlion, Callaway 
Ciardens. (ia. (13-16). 

National Assn. of Display Indus- 
tries, Trade Show Bklg. and New 
Yorker (13-18). 

American Marketing Asvii., 47th 
national conference. Sheraton Hotel. 
Dallas (15-19). 



International Advertising 
Festival, Venice, Italy (15-20). 

Assii. «jf National Advertisers* an- 
nua! tv adve'ni.sing workshop, Plaa 
Hotel. N. Y. (17). 

Broadcasting lixecutives Club; pf 
N. K., spring convention, Sorptewt 
Hotel, Boston (18). 

Federation of Canadian Ads»tj^| 
ing & Sales Clubs, 1 7th annual ma- 
fercnee. Nova Scotian Hotel, Halifas:, 
N.S. (18-21). 

Assn. of Independent Metraporfen j 
Stations, annual meeting, MjonteaJ,] 
Canada (18-21). 

National Advertising Agency 
work, 1964 management eonf^renifi,] 
Far Horizons Hotel, Sarasota, Fla. 
(21-25). 

International Design Confereige 
Aspen, Colo. (21-27). 

Radio-Television Nev\S; Direct 
Association, national spring rncaiif|ij 
Cherry Hill Inn, N. J. (22-26). 

S. C. Johnson & Son, "GlflibJi 
Forum" for 175 officials from 31 
countries, Americana Hotel, M,¥ 
(21-26). 

.Natl. Assn. of Television & 
Farm Directors, spring-summer 
ing, hosted by Northwest KfigisoU 
Cherry Hill Inri, N. J. (22-26). 

Transamerica Advertising Agtnff 
Network, annual meeting, N. Y. pj 

27)- 

National Editorial Assn., anjius 
eonvcntion. Hotel Commodore, W. Y 
(24-27). 

Mary land - D.C. -s Delaware Broad 
casters Assn., annual convention, At 
lantic Sands Motel, Rehoboth Beath 
Del. (25-27). 

Assn. of Industrial Adv»ert»$fflSl 
42nd annual conference, Shicratei;] 
Hcltel. Philadelphia (28-July 1). 

Advertising Federation of AnicriM] 
sixth annual seminar in marbettn? 
management and advertising, Har^tri 
Business School. Bosto;n, Mass. |2ij 
July 10). 

First Ad-vertislng Agency NcbfOfl 
annual convcntioh, Boync J^lourUfi 
Lodge, Boync Falls. Mich. (28-Jialf « 



JULY 

Advertising AsSJi. of the 
convention. Sun Valley. Idaho (S-^l 

National Food Brokers Assu.. Wi' 
ypar riiamigemeiit (Sonferenee, Srait 
(12-15). ^ g 

National Inslitutic for Mfi* f 
Visual Selling, annual cdlivfrttiisi 
Indiana U.. Bloomington (l,2-l$i. 

National IJouscwarcs Mfi*. 
exhibit. Merchanilise Mart. Chft 
(13-17). 

Western l»'.>ckagiug EivpositiWli, \% 
Pacific Auditorium, Los Artpl| 
(21-2,3). 




Pate costs more than iiverwurst. 
Bisque costs more than soup. 
Stroganoff costs more than stew. 
KPRC costs more than other Houston TV. 

Life is short. 




YEA R - R O U INI D good nving, good business 





4> • — 




We have seasons, but they are relatively 
mild, without the harsh extremes that often 
disrupt business elsewhere. This means year- 
round high-level spending, with a diversi- 
fied economy, as a center for government 



business, recreation, education, and indus- 
try. Few stations, we are told, dominate 
their markets as do we in WCTV-land, but 
you probably have your own figures to prove 
this! 



WCTV 





